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*The new GLOSSMASTER 
Coater and Tunnel are set- 
ting new standards for pro- 
duction and sanitation. 


A 


j si 


New ideas, making possible a basic new concept of efficiency, 
permit the GLOSSMASTER design of the famous GREER 
Coaters to bring Confectioners the greatest improvement in 
chocolate enrobing machines in years. 


Now in use by leading chocolate manufacturers throughout 
the world, they meet rigid requirements for sanitation, speed of 
production, precision of coating and economy of operation, as 
they set new standards for high gloss, long shelf life and low 
cost per pound. 


Girls can easily operate them and prices are low, so that the 
smallest confectioner can afford them. Installed over a week 
end, if necessary, a new coater can be in operation for your peak 
production season. 


Write today for Coater bulletin MC 50-6. 


J. W. GREER COMPANY 


127 WINDSOR STREET, CAMBRIDGE 39, MASS. 








BRAMIGK & CO., Ltd. 
LONDON, ENGLAND 
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ALVA FLAVORS © ALVA FLAVORS ALVA FLAVORS © ALVA FLAVORS 


ALVA FLAVORS -® 


S¥OAVI4 VAIY 


NATURAL 
OHO 


Mother Nature was the first and is still the best manufacturer of flavor . . . and we 
take our tips from her. Through the modern medium of micro-chemistry and molecular 
distillation, Alva research delves into the innermost secrets of nature's flavor making. 
With the tricks we've learned from nature it's logical that Alva flavors are better. 


Atva Black Walnut 


IMITATION FLAVOR 


ALVA PLAVORS @ 


S¥OAVWI4A VAITY 


ALVA FLAVORS 


SY¥OAVWI4I VATY 


The incomparable, old-fashioned taste of real black walnuts. 
A popular flavor for both hard candies and soft centers. 


Use: For hard candies, 1 oz. per 100 Ibs. 
For soft centers, Y2 oz. per 100 Ibs. 


ALVA FLAVORS 


SY¥OAVI4 VAITY 


Have you seen the ALVALUE Line of imitation hard candy flavors? 
Cherry - Grape - Pineapple - Raspberry - Strawberry - Banana. 
(1 oz. strength, $9.00 per gal.) 
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VAI1Y 


Write for the big complete ALVA 
catalog and see ALVA Flavors’ com- 
plete line in every quality, strength 
and price class. 


ALVA FLAVORS 


VAN AMERINGEN-HAEBLER, INC. 
521 WEST 57th STREET 
NEW YORK 19, N. Y¥. 


“ALVA FLAVORS + ALVA FLAVORS are ALVA FLAVORS 
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FRESH 
PINEAPPLE?... 
1 ADORE IT! 


Anyone who's tasted FRITZSCHE’S Fresh Pineapple 
adores it. But that is just one of dozens 

of mouth-watering flavors that grace the 
FRITZSCHE line, — each and every one 

the time-tested product of an 

old-established firm, long noted for the 
goodness, uniformity and dependability 

of its flavors. Food, beverage and 

confectionery manufacturers can cater 

most successfully to the varied taste preferences 
of their customers by relying upon 

these quality-proved selections 

of the house of FRITZSCHE ... 


A FIRST NAME IN FLAVORS SINCE 1871. 
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PORT AUTHORITY BUILDING, 76 NINTH AVENUE, 





NEW YORK 11, N.Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, "Chicago, lilinois, Cincinnati, 
Obio, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and *Mexico,D.F. FACTORY: Clifton, N. J. 
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EARL R. ALLURED 
FOUNDER 


EDITOR AND PUBLISHER 
P. W. Allured 


TECHNICAL EDITOR 
Wesiey H. Childs 


NEW YORK STAFF WRITER 
Clara Baldwin 


EASTERN MANAGER 
Stanley E. Allured 


CIRCULATION DIRECTOR 
James W. Allured 


ADVERTISING OFFICES 


Chicago 6, 9 South Clinton 
Allen R. Allured, Franklin 2-6369 


New York 18, 303 W. 42nd St. 
Stanley E. Allured, Circle 6-6456 


London, England, 21B Salisbury Road 
Hove, Sussex 


L. M. Wevbridge 





Pioneer Specialized Publication for Confec- 
tionery Manufacturers Plant Management, 
Production methods, Materials, Equip- 
ment, Purchasing Sales, Merchandising. 


@ The f 


READ WHEREVER CANDY IS MADE 


NOVEMBER, 1950 


Vol. XXX No. 11 


Design consideration for candy cooling tunnel: Part | J. E. Salmon 25 


Since Mr. Meeker's booklet on cooling tunnels has been “out of print’’ 
there has been a demand for similar material. This article continues in 
December issue. 


The house that Clark built David L. Clark, Jr. 31 


Tells the story of the installation of complete new equipment for more 
efficient operation. 


Packaging Supplement 33-48 
Packaging for perfection at Loft's Clara Baldwin 33 
This article will be helpful to other firms troubled by elimination of 

ink odors. 


Candy Merchandising in drug stores Clara Baldwin 36 


A report by an "MC" editor covering sessions of very informative 
discussions on increasing drug store sales of candy. 


What's new in candy packaging . 42 
Candy making for the beginner Alfred E. Leighton 49 


Mr. Leighton's lessons will be put in booklet form at the end of the 
series. 


Candy Clinic: Cordial cherried and panned goods . se 


Quality plus eye-anpeal bring repeats for Kresge-Newark 
Clara Baldwin 55 


A department store's successful nantaiidne and selling of candies. 


Mars new retirement plan 57 
Association news . 58 
Confectioners’ briefs 62 
Supply Field news 64 
Confectionery brokers 69 
The clearing house: classified advertising 7! 
Advertiser's index 74 


COVER: D. L. Clark Company's battery of six National Equipment Continuous 
Vacuum Cookers. Six new Cookers in this department replaced thirteen 


old Cookers. 


Published Monthly on the Sth by The mu oy | Confectioner Publishing Company, pub- 
lishers of The Manufacturing Confectioner—The Blue Book—The Candy La wa bot yg me 
Merchandising. Executive offices: 9 South Clinton Street, Chica 6, IIinois elephone 
FRanklin 2-6369. Eastern offices: 303 West 42nd Street, New York ity 18, N. Y., Telephone 
Circle 6-6456. Publication Office: Pontiac, Illinois. Copyright, 1950, Prudence W. Allured. 
All rights reserved. Subscription price: One Year, $3.00. Two years, $5.00. Per Copy, 35c, except 
September ‘Purchasing Executives Issue": $2.00. In ordering change of address, give both 
old and new address. Entrd as Second Class Matter, Apri! 20, 1939, at the Post Office at 
Pontiac, Illinois, under the Act of March 3, 1879. Member: National Confectioners’ Ass'n. 
Western Confectionery Salesman's Ass'n, National Candy Wholesalers Ass'n, Audit Bureau of 
Circulations, National Conference of Business Paper Editors. Foreign Subscriptions: One Year, 
$4.00. Two years, $7.00. Canadian Subscriptions: same as U. S 
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Norman W. Kempf, in charge of 
research at Walter Baker's, tests a new 
chocolate product in his laboratory. 





| ie Walter Baker chocolate product has 
passed through these laboratory “proving 
grounds.” Many started here. For here, Norman 
Kempf and his assistants, with the additional aid of 
General Foods’ Central Laboratories, put the cocoa 
bean through its paces . . . to maintain Baker's 

world-famed leadership in quality chocolate. 


Right from the Start 


Mr. Kempf himself has worked with choco- 
late for thirty years. And at Walter Baker's he’s 
assisted by a laboratory staff of some 30 
people, most of them highly trained special- 
ists. All are at the service of your Walter 
Baker chocolate consultant in the field, who 
stands ready to pitch in with you on any 
chocolate coating problem. 


Because of this service, and because the 
success of his business depends upon the 
success of yours, you can always be sure 
that a Walter Baker chocolate consultant 
will help vou select the right chocolate 
coating for every candy you make. 


Products 
of General Foods 


The First Name in Chocolate...The Finest Name in Service 


WALTER BAKERS “irrnes 





Walter Baker Chocolate and Cocoa Division of Sales offices in Chicago, Cleveland, Detroit, Los Angeles. 
General Foods Corporation, Dorchester 24, Mass. New York. Philadelphia. Brokers in all principal cities. 
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DON’T SQUIRT 
THIS GUY—HE’S THE 
ONE WHO ALWAYS 

HAS THOSE TASTY 

NUTS ROASTED 

IN KONUT 







































































Even the elephants can’t 
resist nuts roasted in 





A Product of DURKEE FAMOUS Foops 


One of America’s Great Food Institutions 
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Wolf - Sheffman Starch Conditioner _ 
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4 Reasons To Investigate The Wolf- 
Sheffman Starch Conditioning System: 


No floor space required for drier, cooler, or cleaner with ceiling installation. 


nN 


Low pressure steam used on drier eliminates scorching of starch and other hazards. 


Positive movement of starch in the conditioner as well as thru out conveying. 


> Ww 


Will dry, clean, condition the starch with temperatures and moisture content required for 
any type of candy on each turnover in a continuous flow-line with the starch machine up to 
12,000 pounds per hour. 


Bausman Automatic Starch Machine 


wvscv 
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12 of these machines are operating in various parts of the country with 
complete satisfaction. A unique depositor arrangement permits utilization of 
the dumping mechanism’s capacity of handling 22 boards per minute. 


— JOHN SHEFFMAN — 
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Oakes Continuous Mixer 


Continuous production of marshmallow and all 
other whips up to 2,000 pounds per hour, con- 
serving space, labor, horse power and expensive 


ingredients. Hohberger Continuous 
Fondant Machine 





Continuously cooks, cools, and creams up to 
2,000 pounds per hour, producing a smooth, 
white, firm fondant with one operator. 





Latini Sugar Sander Latini Supplementary Steamer 


Takes the output of the sugar sander for r izin 
This sugar sander will handle full capac- iat pepe cate 8 Be # Ser steam crystal _—_ 
. . or bringing out the brilliancy of the sugar as well as for forming 
ity from any starch machine, such as > 
aes a protective film on the candy. 
starch jellies, or any other type of candy 
requiring sanding. 


152 West 42nd Street, New York 18, New York 
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WHAT HUYLER'S SAYS ABOUT LIQUID SUGAR 





BEVERAGE MANUFACTURERS WHO USE FLO-SWEET® 


SAVE $ $ $ ON MANPOWER 


When you replace 10 messy hand opera- 
tions by 3 clean mechanical steps, you’re 
bound to save on costly manpower. 

The old-fashioned way, you pay for un- 
loading bagged sugar at receiving plat- 
forms; loading on trucks, elevators or con- 
veyors; moving bags to storage space; un- 
loading and stacking bags; tearing down 
stock piles and reloading bags on stations; 
unloading, cutting and dumping bags; melt- 
ing of sugar to produce syrup; and bundling, 
storage and disposal of empty bags. 
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HERE’S THE MODERN FLO-SWEET WAY 


Receiving Department— One man pumps 
Flo-Sweet through closed pipelines into 
your storage tanks. 


Warehouse — With Flo-Sweet, there is no 
labor needed. 


Syrup Room—F lo-Sweet f-l-o-w-s through 
sealed pipelines right into the mix. One 
valve to turn — mix measured automati- 
cally —no contamination loss. 

Flo-Sweet also cuts processing time: no 
waiting for dissolving, always an even mix. 


Supervision — With Flo-Sweet, there are 
no men needed. 


When you get Flo-Sweet, you not only save on manpower, but 
you get increased production, less waste, and the assurance of 
the finest sugar to help make a cleaner and purer product. 


ANITATION AND SERVICE 
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Flavor is the thing that makes your product stand @ ) R A wy G t 


out from others. And Exchange Oil of Orange 
has the flavor...that distinctive and preferred U.S.P. 


taste unique to oranges grown in the sunny, 


sheltered valle S of California. Distributed in the United States exclusirely by 
y DODGE & OLCOTT, INC. 


180 Varick Street, New York 14, N. Y. 


‘ . : 7 ‘ FRITZSCHE BROTHERS, INC. 
Give it all your tests for quality, uniformity and 76 Ninth Avenve, New York 11, N.Y. 


, . : ’ 2.9 Distributors for: 
strength. You'll like it...and you'll buy it! eukeinitniesn seman cae tieabenn 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


Try Exchange Oil of Orange for yourself. 
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Medel AED— Electric 
DOWTHERM 
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Choose candy plant equipment 


mame SANITARY EFFICIENCY 


Many of the country’s best known candy brands are 
processed in the GROEN units illustrated here. That's because 
this equipment has conclusively demonstrated its high efficiency 
and completely dependable performance. And that’s why the 
unit you choose from the GROEN Line will meet your most 
exacting requirements. You'll find it strictly sanitary 
COMPLYING WITH THE MOST RIGID HEALTH DEPT. 
CODES . . . engineered with precision for the job it is to do 

. thoroughly modern in every sense of the word .. . fit and 
capable and certain to function to perfection in your production 
line. So, check with GROEN on your next 
equipment. Write us today. 


Ask us about the NEW 
ROTA-THERM ;r:co JACKET 


When exceptionally fast and unvaryingly uni- 
form heating is essential in a kettle, nothing equals 
the New GROEN ROTA-THERM JACKET. 
Through an entirely new principle of steam inlet 
application, steam from two or more inlets is di- 
rected through combination baffle-nozzles and 
caused to circle the jacket contour at high velocity, 


totally unrestricted. Condensate 
Model NRP-38 





and non-condensable gases which 
normally insulate the inner 
shell are swept away under the 
Rota-Therm action, and all air 
pockets likewise are eliminated. 
The result is maximum kettle efh- 
ciency and highest cooking speed 
PLUS the famed durability and 
sanitation of stainless steel. Write 
for details to GROEN MFG. CO.., 
4529 W. Armitage Ave., Chicago 
39, Ill. © 30 Church St., New 
York 7 * 420 Market St., San 
Francisco 11. 









It's 
STEAM 


JACKETED Either Model can be had with Plain 


Interior, or Ribbed, or Fitted with Flights 


Half a Ceatury 
ag Fiue Kettles 
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4 America’s smallest 5c bar wins on 


Is 


: | quality...contains California's finest almonds 





id 

y, 

te ‘FIVE BASIC 

- John Public was the judge and jury, and the verdict favored ADVANTAGES 

he CHARMS. Production of this new chocolate-almond bar last year 

‘ir : ‘ 7 They give your product an 

4. proved incapable of meeting the demand. The customers *  Geintatdheabte werk of 

fi- said “more”. . . and gladly paid 5¢ for just three-fourths of an ounce nen in appearance and 

vor. 

« of fine chocolate candy with almonds. 

* 2 They help build sales . . 

¥ Profit-minded candy makers may well study the record. Best *  the-consumer preference for 

20 sellers can come in small packages when the quality is evident. And olmonds is long-established. 

- crispy, crunchy almonds in any candy are a 3. wer offer you assured qual- 
recognized mark of quality. content . «. no foreign por- 

— ‘ ‘ ‘ ticles . . . no bitters. 
_ The 1950 crop is in, and again this year you'll find Blue Diamond 
ts California almonds a featured ingredient in the Nation’s G, They cost you less to handle. 


OUR quality safeguards 


favorite candies. There’s sales-magic in the word “almonds”. minimize YOUR handling 
Ask your Blue Diamond representative or write us. We're oe. 
almond specialists, and have been for 40 years. §, They are available whole, 


natural or blanched, sliced, 
diced, halved, split, chopt, 
or slivered .. . according to 
your needs. 


Guntie ah 7 at “Ss Lew Mineude 
Perse Oe Formulas for 
Almond Candies 


This helpful booklet brings you 
22 formulas for popular al- 
~~ a . - + a full 
color tographs of Califor- 
nia’s teites ee varieties. 
FREE ON REQUEST 
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Discover For Yourself How 
Saeetosé Improves Candy Quality! 


For 10 Years... Finer Candies at Lower Cost 
with Szeetose High-Sugar-Content Corn Syrup! 


Let the best judge, YOUR OWN TASTE, prove the 
sensational plus quality for plus sales appeal that 
Sweetose Syrup can add to candies! Sample candy 
with and without Sweetose . . . discover immediately 
how this enzyme-converted corn syrup increases 
tenderness and intensifies desired flavors. And 
Sweetose prolongs freshness, too! 


CLEARER AND BRIGHTER « Superior refining, 
exclusive Staley processing, makes Sweetose water- 
white, crystal clear. Withstands heat and age with 
practically no discoloration. Twice as sweet, three 
times as fluid as ordinary corn syrup. Odorless.. . 
has no flavor other than sweetness. Reduces inver- 


A. E. STALEY MFG. CO., Decatur, Ill. 


in Caneda: Write 6876 Sherbrooke St., Montreal, Quebec 
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sion ... produces greater uniformity of appearance, 
texture and quality. 


SAVES AND SIMPLIFIES HANDLING « More 
fluid . . . easier to scale off or dip. Sweetose does the 
work of invert and ordinary corn syrups in many 
candies.* This combined usage often makes possible 
important cost-saving handling. 

* Not recommended for hard candy types. 


{ 
i 


A. E. Staley Mfg. Co. 
Dept. MC-11, Decotur, tll. 


Gentlemen: Please rush me complete information 
how Sweetose improv's quality and lowers costs. 


Name__ Title 
Company 
Address 
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Results 1 





Dependability 


OVERALL PERFORMANCE 
INCREASED PRODUCTION 
HIGHER QUALITY GOODS 
tee) le) ) mie) melt 7 ile), 
LONGER LIFE 





noduces highest gloss chocolate coating at lowest production coste 


Push button controls conveniently arranged on one panel board e Pumps and tempering column scrapers can be quickly and easily 
grouping. disassembled. 

recision-built wire belt Shaker is adjustable during operation. Con-  @ Latest type, heavy-duty motors and variable speed drives. 

rols exact thickness of coating. 


tainless steel Flow Pan raises and lowers easily to adjust for different e All parts accessible. Large doors open directly to hidden valves, gauges 
eights of goods being coated. Can be lifted from chamber instantly and pump. 

ithout loosening. Large size tempering column gives double capacity tempering surface 
iit mien Getwee alk dtscsieeer bhawer aeenees oven. ote Bow on Magnetic valves automatically control desired chocolate temperature 
oods and removes excess chocolate coating. Blower nozzle is adjust- within 1° F. Variable speed controls flow of chocolate of various 
ble as to angle and amount of air required. viscosities. 

Stainless steel wire belt carriage thermostatically heat controlled. Rolls 
put as easily as a desk drawer and uncovers chocolate tank. Spacious 
clearance into tank and agitator facilitates cleaning. 


Cleaning process is simpler and faster and sanitary standards are higher 
than any other coater on the market today. New patented wire belt 
assembly is removable leaving tank accessible for cleaning. 


National equipment’s earning power comes from its 
high quality construction and proven performance 
record. These two essentials—high quality and abso- 
lute dependability—make National Equipment the 
best investment you can make for your plant. Our 
advanced engineering has shaved off dollars of main- 
tenance waste, stepped up labor economy and made 
record production performances commonplace in 
plants all over the world. 


When earning power is compared, the advantages 
of an investment in National Equipment becomes 
obvious. Discover this for yourself. 


vy pUTY 
aui-steet - HEA 
wun speed WE-GLOSS Place Your Order How ALL NEW ° 


1 m-100 
: MOGUL move 
rn 0 — wre Be Assured of Earliest Possible Delivery NATIONAL highest engi 
CONTINUOUS HARD CANDY 


, Ic to the er 

ty production of the Onders Will Se Filled Consecutively Pec ei rates at WEN 

600 to 2500 ee Ls glossiest quality : 
es : ° . . . 

finest, clearest, r Full Details and Quotations Await Your Inquiry 

hard candy. ©* oO 


assures the use of STM ich a smoorne WRITE TODAY OR WIRE COLLECT — 
o a 


u 
eG s -~ 
Its in hard ca -' ; = 
nono Steam usage is cu | me 
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Union Corn Syrup 
Unmixed 


UNION CORN SYRUP UNMIXED is dependable 
and adaptable to your formulae. 
Sales service and technical assistance are 


available without obligation. 


UNION SALES CORPORATION 
Distributor for 


UNION STARCH & REFINING COMPANY 


Columbus, Indiana 


Serving the Confectionery Industry since 1903 
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YOU CAN DEPEND ON ATLAS COLORS =F v 


Atlas Certified Colors are the result of one-hundred years’ 

manufacturing experience. That accumulated know-how 2% A T L A Ss 
is a priceless asset — assuring you of dependability and - 

uniformity ALL the time, plus specialized counsel and B CERTIFIED 
cooperation to solve individual color problems any time. F oad COLORS 
Leaders everywhere rely on ATLAS colors for uniformity, Pg 


ee Te 


maximum solubility, and exceptional working qualities 

. as well as an infinite variety of shades and brilliance 
of color for every food product. Write on your letterhead 
for samples, information, color counsel. 


FIRST PRODUCERS OF CERTIFIED COLORS 


4 


¢ 
W 
- TREET, CHICAGO 11 4735 DISTRICT BLVD., LOS ANGELES 
ahi ¢ aa DETROIT - HOUSTON «+ INDIANAPOLIS - KANSAS 
PITTSBURGH - $7 LOUIS ~+« SAN FRANCISCO 


PARK PLACE, NEW YORK 7 
BALTIMORE + BOSTON «+ CINCINNATI + CLEVELAND - DALLAS 
MINNEAPOLIS . NEW ORLEANS . OMAHA . PHILADELPHIA 








better than new...it’s TIME-TESTED 


for years...the standby of leading confectioners 


Get Kanatrol’s rich, distinctive flavor and character 
that builds steady, repeat business. Discover how high temperatures 
don’t dissipate Kanatrol flavor. See how you save, too... 
just one ounce flavors 100 Ibs. of confectionery! 


For all your imitation vanilla requirements . . . in 
marshmallow, fudge, caramels, cream centers or taffy 
... rely on Kanatrol, the favorite where strength, uniformity and 

quality are demanded. Kanatrol is another fine product 

of Kohnstamm’s laboratory research and control and 

100 years of flavoring “know-how”. Place a trial order today. 
Your satisfaction guaranteed . . . write, wire or phone 
the nearest H. Kohnstamm headquarters. 


th tess IB) stan 
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FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTARMM ¢ COMPANY Enc. 


ESTABLISHED 1851 
89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO I 4735 DISTRICT BLVD., LOS ANGELES 11 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT » HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.* MINNEAPOLIS = NEW ORLEANS + OMAHA = PHILADELPHIA + PITTSBURGH * ST. LOUIS + SAN FRANCISCO 
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THERE’S A BETTER WAY to get the select, breakfast-fresh eggs it takes to make 


better candy. Just order . . . 


CLOVERBLOO™ 


POWDERED 
7 


tgs 








GENERAL OFFICES + CHICAGO 9, ILLINOIS MANIHULULUEG 


CREAMERIES 


for November, 1950 








page 19 





ee ee ee ee ee eee eee 










8 out of 10 say it’s best for 
FLAVOR 
CLARITY 
UNIFORMITY 


<7" SD 


Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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MELANGEURS 


Manufactured in 3 sizes: 
Model "M.11" 110 Ibs. capacity 
Model "M.14" 220 Ibs. capacity 
Model "M.16" 440 Ibs. capacity 

Strong construction 
Bottom and rolls in hard genuine granite 
Rolls independently adjustable 
Noiseless, no vibration, moderate consumption of power. 
“PROMPT DELIVERY" 


Enquiries Solicited. 








NEW YORK Office: 6 West 77th Street, SChuyler 4-1305 
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solid satisfaction 


When the ball hooks in for a perfect strike, 





and you hear the murmur of approval around you—comes 
a feeling that can’t be beat. That’s how it is, too, 
when you know you’ve given your product the best in 
quality and skill from start to finish. 


Naturally, you’ve used sugar. In years of 





quality manufacturing, you've learned 

that sugar’s standard is uniformly high 

and pure ... sugar has more sweetening 

power ... only sugar brings out best 

the natural flavors of higher-priced ingredients. 


To keep your product ahead of the game—you’ll always 
use sugar. For you and your customers, it pays 


off in solid satisfaction! 





7 
NUGAR 


INFORMATION 





Re 
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of you want 


repeat sales 
look to D&O flavors 


Cy 
} 


Impulse buying, 
packaging or any number 
of visual attributes may sell 
your candy the FIRST TIME. 
But what about the second time... 
and is there a third and fourth 
and tenth time? Candy manufacturers 
know that the over-all success of their 
product is determined by FLAVOR AND TASTE. 
It’s the flavor and taste that create 
the remembrance value and the repeat sales. 
D&O Flavors have the rare quality 
that moves candy off the retailer’s shelf 
and counter. Let D&O show you how. 


:D.O, DODGE & OLCOTT, INC. 
180 Varick Street - New York 14, N. Y. 


ATLANTA « BOSTON + CHICAGO « CINCINNATI « DALLAS « LOS ANGELES « PHILADELPHIA + ST. LOUIS « SAN FRANCISCO 





ESSENTIAL OILS * AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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ONE IS WORTH A KING’S RANSOM 
ONE IS A GLASS DOOR KNOB! 


By comparison there is o 
vast difference in QUALITY 


FOR PERFECTION IN YOUR CONFECTIONS USE 





Chocolate and Candy Bon Bon 


COATINGS 


and Pure EXTRACTS 
Write for Samples 


THE WARFIELD COMPANY 





536 W. CERMAK ROAD, CHICAGO 16, ILLINOIS 


“90 the heart of the Candy Industry” 
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Desion considerations 
lor candy cooling tunnels 


by J. E. SALMON 


Carrier Corporation 


Part I 


- 1E COOLING TUNNEL has long been a familiar piece of 
equipment in manufacturing candy plants. While not 
peculiar to the confectionery industry, it is true that this 
field probably uses more cooling tunnels than any other. 
However, unlike many other standard pieces of apparatus 
such as enrobers, starch driers, etc., there has been little 
standardization on cooling tunnel equipment. There are 
probably several reasons for this situation including the 
fact that the duty of the cooling tunnel may vary greatly 
from one confectioner’s needs to another, thus preventing 
standardization of any specific designs. Secondly, the 
cooling tunnel is a deceptively simple appearing piece of 
equipment which has led most candy manufacturers to 
either build or design their own tunnels on a purely 
“cut and try” or “rule of thumb” basis without paying 
too much attention to the principles involved. It is the 
intention of this article to discuss some of the design 
considerations from the thermodynamic standpoint so 
that the design of cooling tunnels can be approached on 
a sound basis in order to obtain maximum effectiveness 
together with a minimum of cost, both first and operating. 
and a minimum space requirement. There is little doubt 
that many of the cooling tunnels in use today have been 
designed on the basis of simply bringing a lot of cold 
air into contact with the product without due regard to 
the thermodynamic considerations. The result of this kind 
of design can only mean that the operating efficiencies 
are low. The fact that these tunnels usually work in some 
fashion in no way detracts from the fact that they could 
be more efficient and could either be redesigned for 
higher production or could accomplish the same work 
at less cost and with less space. 

Basically, a cooling tunnel consists of nothing more 
than a long insulated box through which the product 
to be cooled is moved. This product can be handled in 
a variety of ways, usually on a flat belt or by means of 
baskets or other type of hangers supported from a travel- 
ing chain. Cold air is introduced into this tunnel and the 
heat is removed from the candy or product in process. 
With the exception of some very specialized applications, 
heat removal or heat transfer always takes place from the 
product to air. Therefore, the method of handling and 
treating the cooling air becomes one of prime importance. 
The design of the tunnel and the cooling equipment must 
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take into consideration both the method of handling 
the product through the tunnel and the means of handling 
the air within the tunnel. 


Heat Gains 


Before any air quantities or temperatures can be es- 
tablished, the amount of heat transfer or load must be 
determined. This load is derived from various sources, 
principally the following: 

1. Product to be cooled. 

2. Cooling of the belt or product moving mechanism. 

3. Power used in moving the product and air within 

the tunne!. 

4. Transmission losses through the walls of the tunnel. 

5. Heat due to air leakage or the introduction of out- 

side air. 

Of the foregoing list, the product load is normally the 
largest and is of course, the primary objective of the 
tunnel. All of the remaining heat sources represent neces- 
sary losses which must be recognized in order to arrive 
at the total load. The product load itself is derived from 
the material to be cooled and the temperature range 
through which it is cooled. To calculate the product load. 
it is necessary to know the weight of material handled 
in a given unit of time and the difference between the 
temperature at which the product enters the tunnel and 


J. E. Salmon grad- 
uated from the Uni- 
versity of Michigan 
with a B. S. in me- 
chanical engineering 
in 1934. He joined 
the Carrier Corp. in 
1935 as a design en- 
gineer on industrial 
air conditioning sys- 
tems. Since 1944 he 
has been sales engi- 
neer in the design of air conditioning and refrige- 
ration equipment. 

Mr. Salmon told of the refrigeration problems 
of Mars, Inc. and how they were solved in the 
July 1950 issue of The Manufacturing Confectioner. 
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the desired leaving temperature. The standard formula 
for heat given up is then suitable which is: 


Q = Wit;—t,) c 


where 


Q is heat removal in BTU/hour 

W is weight of product cooled in lbs/hour 

t; is the initial temperature of the product 

t, is the final temperature of the product 

c is the average specific heat between the 
limits of t; and t,. 


While the formula itself is simple, it may be difficult to 
arrive at a satisfactory value for the average specific 
heat. If the product being cooled is homogeneous for 
which published values are obtainable, then the use of 
this formula is simple. In the candy industry this is sel- 
dom the case. 

For example, a cooling tunnel may be desired for cool- 
ing centers prior to enrobing. In this case, the center 
material being cooled may be made up of marshmallow, 
whip, caramel, nougat, etc., and may or may not have 
one or several varieties of nuts incorporated in it. Theo- 
retically, it is possible to determine the weight of each 
material used plus its specific heat and by simply treat- 
ing each material as a separate entity, it would be pos- 
sible to obtain the total heat removal necessary. Again 
this may be difficult due to the fact that the components 
themselves may be mixtures of various ingredients and 
their physical and thermodynamic properties may be 
altered due to the manufacturing process which they 
undergo prior to the cooling stage. 


Calorimeter Tests on the Product 


Unless definite data is known for the material being 
cooled, it is wisest to run simple calorimeter tests on the 
product. This is a relatively easy determination and can 
even be done in a rather crude manner without the need 
of delicate laboratory facilities. To make such a de- 
termination, an ordinary tin can or bottle can be used 
which should be provided with a removable cover and 
encased in insulating material. The container is filled 
with a measured amount of water and an equilibrium 
temperature for the container and water is established. 
A weighed quantity of the product at some known tem- 
perature above the equilibrium temperature of the con- 
tainer is introduced and sullicient time is allowed to 
reach a new equilibrium temperature. The heat picked 
up by the water and container is then readily determined 
since the specific heat, weight and initial and final 
equilibrium temperatures are known. This heat picked up 
must all come from the warm product introduced to the 
container. Since the weight of the product is known, as 
is its initial and final temperatures, the only unknown 
quantity then is the specific heat of the product which 
can now be readily calculated. 

In this manner an average specific heat can be obtained 
for the actual product. As a caution, however, some 
materials have a specific heat which will vary slightly 
with the temperature of the product. It is best therefore. 
in running such a calorimeter test to attempt to carry 
out the test over approximately the desired cooling range. 
With an average specific heat determined in this manner 
the application of the standard heat transfer formula then 
becomes a simple matter. 


Many of the substances cooled in tunnels may pass 
through a change of state; usually from the liquid to 
the solid. This change may either be sharply defined 
or may occur over a fairly considerable range of tem- 
perature. However, such a change of state is usually 
accompanied by the giving up of an additional amount 
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of heat known as the latent heat of fusion. This is par- 
ticularly true of such a material as chocolate as would 
be the case in an enrober tunnel. These values for latent 
heat of fusion are sometimes known but more often can- 
not be obtained from published data. However, if the 
simple calorimeter test as outlined above, is used over 
approximately the same range of cooling as is to be con- 
sidered in the tunnel, then the value that will be obtained 
for the specific heat will actually include any latent heat 
of fusion given up by the product. In this case, this 
value is not truly the specific heat but is rather an overall 
heat transfer factor which will give the result desired 
for any particular material. 


Heat Derived From Mechanism 


Some heat may be derived from the mechanism used 
to transport the material through the tunnel. Normally 
this is a flat belt which may either be canvas, rubber 
or steel but in some installations may be over head chains 
carrying baskets, trays or similar product holding de- 
vices. If this mechanism is entirely within the tunnel 
then it will reach an equilibrium temperature once the 
tunnel is put into operation and no further heat load 
would be experienced. However, this is seldom the case 
and the same belt that carries the product through the 
tunnel is often used for the take off from the enrober or 
for carrying the finishing goods to the packing table or 
similar uses. When this occurs, the mechanism for some 
period of its travel is subjected to temperatures which 
will normally be above those encountered within the tun- 
nel. At such times this mechanism will absorb heat which 
will again be given off in the tunnel and must be ac- 
counted for in the cooling equipment design. Determina- 
tion of this heat load at best is usually only an approxi- 
mation. It is calculated from the weight and composition 
of the moving mechanism and the temperature differen- 
tials to which it is subjected between the tunnel and the 
spaces external to the tunnel through which it passes. 
Usually it will suffice to merely take the weight of the 
mechanism entering the tunnel per hour times its specific 
heat times the difference between the minimum tunnel 
temperature and the maximum temperature to which this 
mechanism is subjected. While this involves some errors, 
it is probably as close as can be obtained, at least in a 
preliminary design and since the heat load to the cooling 
equipment derived from this source, is relatively small, 
the error in this calculation will usually not seriously 
affect the computation of the entire cooling load. 

Another source of heat load to the cooling equipment 
is the power required for moving the product through 
the tunnel. It is rather obvious that if a given tunnel is 
provided with a flat belt driven through a gear reducer 
and an electric motor, all of which were contained within 
the tunnel, then all of the power used by the motor would 
eventually degenerate into heat and would become a heat 
load in the tunnel. It is not quite so easy to see that locat- 
ing the motor outside of the tunnel does not alter the 
fact that the power usage is still within the tunnel and 
hence is a heat load to the equipment. The only saving 
in this case being the fact that the losses from the motor 
which may be in the order of 10 to 15% of the name- 
plate rating of the motor, are kept outside of the tunnel 
and therefore do not become a part of tee heat load. In 
a case where the motor and gear reducer are not within 
the tunnel, it probably is sufficient to take the proportion- 
ate length of belt in the tunnel to the total length of belt 
using this ratio times the motor horsepower to arrive at 
a figure for the dissipation of heat within the tunnel which 
must be absorbed by the cooling equipment. It is to be 
remembered that each horsepower results in an equiv- 
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COCONUT NEWS & PREVIEWS 


By Charles B. de Maya and Max E. Ruehrmund 
Mgr. Franklin Baker Laboratories Mgr. Franklin Baker Industrial Service Laboratory 
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LATEST CABLE ABOUT COCONUT SUPPLY 





San Pablo, Philippine Islands:—Present unsettled conditions throughout the world 
have not, as yet, affected coconut supplies. In fact, present imports and production 
are twice the pre-1941 high and there's every reason to believe the present trend 
will continue. The quantity is far above expectation and the quality of the 1950 
coconut crop has been excellent—thus assuring our coconut supplies, at least for 
the immediate future. 


COCONUT PRICE OUTLOOK 





Best advices reveal little likelihood of coconut price advances at this time. No 
futures market exists on coconuts and cables indicate no immediate advances in the 
plantations. In any event, Franklin Baker will continue its established policy 

of pricing on costs—not war scares and speculative opportunities. 


COCONUT WHITENESS MAY GET EVEN LONGER LIFE 





The extremely long whiteness—life of Baker's Coconut may be extended even further. 
Latest experiments on coconut whiteness in Franklin Baker's Hoboken and San Pablo, 
Philippine Islands, Laboratories show that, with the development of current 
findings, coconut can be made to stay whiter much longer. 


COCONUT—RASPBERRY JELLIES 





A new piece developed and first introduced at the Candy Exposition in June, 1950, 
incorporates Creamed Coconut in a cool tropical jelly with a distinctive flavor. 
The creamed coconut imparts a smooth evenly distributed flavor and produces a 
coconut flavor in the jelly far superior to any previously obtained. This piece can 
be cast or cut and then enrobed in chocolate or sanded in cuconut or granulated sugar. 


CONSUMER DEMAND FOR COCONUT CONTINUES TO CLIMB 





Americans are becoming more and more coconut conscious—as evidenced by the 
continuing increase in coconut imports. Since 1941, home use of coconut has doubled. 
In other fields—confectionery, bakery, cracker, biscuit, and ice cream—an equal 
increase in the demand for coconut has been noted. Of particular importance: 
Children are asking for more and more coconut in all forms. 


HOW MUCH 
DO YOU KNOW ABOUT 
COCONUT FRESHNESS? 


See next page 
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COCONUT FRESHNESS - AN IMPORTANT FACTOR IN FLAVOR CONTROL 


Improved Processing Methods Insure Top Coconut Flavor 


Numerous factors affect the flavor of your coconut candy 
—but none is so important as the freshness of the coco- 
nut called for in your formulas. 


Your product must have consistent taste-appeal in 
order to sell, and keep on selling. Repeat sales demand 
that you use coconut at its full flavor peak. Here’s what 
gives coconut that full flavor: 


Coconuts Must Be Tree-Ripened 


Carefully selected prime coco- 
nuts are the first requirement for 
top flavor. Only tree-ripened nuts 
have full flavor. These are found 
through a constant check kept 
on trees throughout vast planta- 
tions by Franklin Baker buyers. 


They must know where to buy 
and when to buy—to keep a con- 
tinuous controlled supply of 
highest-quality coconuts avail- 
able for processing. 

At the plant coconuts require rigid inspections and 
samplings. Veteran inspectors reject green, immature, or 
damaged nuts—and the plant laboratory makes exacting 
tests to verify the quality of the nuts passed for processing. 





Speedy Processing Essential 


Once a coconut is husked 
and pared, it is tossed on 
a rapidly moving con- 
veyor, and never stops 
until the processing is 
complete. 

It must not be given 
time to lose any of its 
flavor in the processing 
operations. 

From the time this processing begins it is constantly 
inspected and tested on its quick trip to the drier. 





Drying Is Most Critical Stage 


Only correct drying preserves the full coconut flavor. 
While the shredded coconut is still very wet, it must 


passintoa regulated drier where 
it is subjected to a very high 
temperature—and must then 
pass on through five stages of 
graduated lowered heat until a 
safe moisture level is reached. 


Then the tree-ripened flavor 
of Franklin Baker’s rich, tender 
coconut is safe—sealed in. 


These newest processing 
methods insure uniform white- 
ness without flavor loss. Older 
methods rely on repeated washings which result in white- 
ness—but much of the rich flavor is washed away. 

This is a brief description of the finest method of 
processing coconut—the method which preserves fresh- 
ness and flavor. 

It’s the Franklin Baker way. 

By buying prime tree-ripened coconuts in the Philip- 
pines, processing them speedily (100,000 an hour) in our 
ultra-modern plant, testing them in the only organ- 
ized coconut laboratory in the Philippines—you are 
assured coconut at its finest—a product that will make 
your candy consistently delicious and insure consumer 
acceptance. 

Use Baker’s Coconut. Then—and only then—can you 
take coconut freshness and flavor for granted. 
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Having production difficulties? Starting new pieces? 
Improving old ones? The Franklin Baker Laboratory 
and our scientifically trained experts are at your serv- 
ice—free! 

We’re anxious to help you. Call or write Franklin 
Baker, Hoboken, New Jersey, for information. 


HEADQUARTERS FOR COCONUT, FRANKLIN BAKER DIVISION, GeNerAt Foons corP., HOBOKEN, N. J. 
A type of coconut for every confectionery need. Complete line includes the following famous brands: 


Gem Philippine Coconut (10 varieties) 
Tender-Fresh Coconut (4 varieties) 





Golden Toasted Coconut (4 varieties) 
Baker’s Creamed Coconut (2 varieties) 
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alent of 2545 BTU/hour of heat which must be absorbed. 


A second source of power encountered in cooling tun- 
nels which must be recognized is the fan power required 
to move the air through the tunnel. While this is not 
specifically a loss to the tunnel itself, its effect is that of 
heating the air supplied to the tunnel and therefore it 
must be recognized when properly establishing the load 
for the cooling equipment. In designing new equipment 
exact power requirement for moving the air usually can- 
not be predetermined. As a general “rule of thumb”, it 
will generally be found sufficient to simply add up all 
of the rest of the cooling loads and allow approximately 
5% for the fan motor horsepower in addition to the other 
loads. 


A fourth source of heat which must be absorbed in the 
cooling tunnel is the transmission losses through the 
walls, floor and ceiling of the tunnel itself. Normally the 
tunnel structure is built using an insulating material to 
minimize these transmission losses. However, with an 
average tunnel temperature of about 40 to 50° as com- 
pared to a possible surrounding temperature which may 
be as high as 90 to 100°, it is apparent that there still, 
even with insulation, may be a fairly considerable amount 
of heat gain to the tunnel through the walls and various 
surfaces of the tunnel. In this case, published data is 
available for various types of construction and insulating 
materials and it is a relatively simple matter to determine 
the heat load by first either determining the transfer 
co-efficient from the tables or calculating this co-efficient 
for the type of construction involved, using this times the 
total exposed surfaces times the temperature differential 
between the average tunnel temperature and the surround- 
ing temperature. 


The last source of heat load to a cooling tunnel results 
from either air leakage or the introduction of outside 
air to the tunnel. Some air leakage is unavoidable since 
free entrance and exit of the product must be maintained. 
It is usually not possible to provide completely effective 
air locks and still maintain this free movement of product. 
Various devices have been tried including flexible canvas 
or rubber curtains and baffle entrance and exit vestibules, 
all of which are effective to sorme degree but none of 
which completely eliminates the possibility of air leakage. 
The leakage itself is difficult to determine even by actual 
tests and almost impossible to accurately predict in a 
preliminary design. However, some allowance must be 
made and again as a more or less “rule of thumb”, it is 
considered good practice to allow for infiltration of air 
equal to approximately 10% of the quantity of air to be 
supplied to the tunnel and the heat gain derived from 
this air must be considered. 


As an alternate to this, some designers provide for the 
introduction of a constant quantity of outside air to the 
tunnel. In this connection “outside” is used to indicate 
spaces other than the tunnel itself but does not necessarily 
mean taken from the outdoor atmosphere. In this manner, 
new air is constantly being supplied to the tunnel tending 
to slightly pressurize it. When this is done, there will then 
be a loss of air from the tunnel at the entrance and exit 
rather than any possibility of air leakage into these 
openings. In this case, it is perfectly possible to design 
for a specific quantity of outside air and no other allow- 
ance for infiltration or air leakage need be made. How- 
ever, the design of the cooling equipment must recognize 
the heat load obtained from this outside air. 


Factors Affecting Heat Transfer 


In the operation of a cooling tunnel, the product is 
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cooled by transferring its heat to the surrounding at- 
mosphere. Obviously therefore, to secure efficient oper- 
ation anything that can be done in the design of the 
cooling tunnel to improve or increase the rate of heat 
transfer will materially improve the performance of the 
equipment. Basically the heat transfer from the hot 
candy to the cooler air is dependent on the following 
factors: 


1. Effective temperature differential between the prod- 
uct and the air. 


2. Velocity of air over the surface of the product. 
3. Amount of surface of the product exposed to the air. 


It is obvious that the greater the temperature differ- 
ential that can be maintained between the product being 
cooled and the air used for the cooling, the greater will 
be the rate of heat transfer. There are, however, some 
limiting factors on this depending on the nature of the 
product, the method of handling the product, and the 
economics of the application. For instance, if caramel 
is being cooled in slab form on which subsequent cut- 
ting or forming operations are to be done, there is some 
danger of introducing air to the tunnel at too low a 
temperature. This might create the possibility of over- 
hardening the material so that the subsequent operations 
cannot be satisfactorily performed. 

An ever present consideration is the matter of economy. 
Obviously the lower the temperature that the air is sup- 
plied to the cooling tunnel, the greater the cost of supply- 
ing this air becomes, due to the increased size of the 
refrigeration equipment required. A detailed study may 
be indicated in order to determine the best economical 
point between the cost of the refrigeration equipment 
and the cost of the tunnel equipment before the supply 
temperature can be determined. General practice for most 
candy plant applications indicates that a supply air 
temperature in the neighborhood of 40° to the cooling 
tunnel, is satisfactory. However, recent experiments and 
installation’ have been carried out using considerably 
colder air and higher speed tunnels. When this is done 
there are a considerable number of extraordinary pre- 
cautions required. 

The case of heat transfer between warm product and 
cold air is not quite as simple as the transmission of 
heat through a wall or a similar barrier. The reason for 
this is that as the candy progresses through the tunnel, 
its temperature is progressively falling while the air 
temperature is progressively rising. The heat transfer rate 
between the candy and the air cannot be established as 
merely the difference in temperature between the average 
candy temperature and the average air temperature. Anal- 
ytical and experimental research on heat transfer have 
developed the formula for effective temperature differen- 
tial between two bodies whose temperature is changed 
to be as follows: 


MED — t — tr 
is 
te 
where: 
MED is the mean effective temperature differential 
t; is the greatest temperature differential at entrance 
or exit 
tr is the least temperature differential at entrance or 
exit. 


As an example, if we consider candy entering a cool- 
ing tunnel at 120° being cooled to 70° with air entering 
the tunnel at 40° and in sufficient quantity to pick up the 
required amount of heat so that its exit temperature from 
the tunnel will be 60°, we would have a condition that 
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Figure 1. Diagrammatic representation of temperature relation- 
ship between candy and air at any point in the tunnel length 
when using counter flow principle. 


might be indicated diagrammatically as shown in Figure 
1. In this case, the arithmetical mean temperature differ- 
ential would be as follows: 
AMT = (120-60) + (70-40) = 45° 
2 


This however, is not a true indication of temperature 
differential promoting the heat transfer which would be 
obtained from the formula shown above as follows: 

MED = 60— 30 = 30 = 30 z 
log. 60 log. 2 2.303x.301 = 43.3° 
30 


resulting in a mean effective temperature differential of 
43.3°. 

The formula for mean effective temperature differen- 
tial does prove conclusively that the air and the product 
should move in directions counter to one another; that 
is, the air would be introduced into the product leaving 
end of the tunnel and would progress in a manner counter 
to the movement of the candy in the tunnel. This can 
be readily seen from the above example in which a 
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Figure 2. Diagrammatic representation of temperature relation- 


ship between candy and air at any point in the tunnel length 
when using the parallel flow principle. 


M.E.D. of 43.3° was calculated. If the flow of the air 
were reversed to be parallel with the flow of candy as 
indicated diagrammatically in Figure 2, then the M.E.D. 
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under this condition from the formula becomes 33.8°. It 
is to be noted that in both of the above examples the 
arithmetical mean temperature differential is the same or 
45°. However, there is a wide variation in the mean 
effective differential between the counter flow and the 
parallel flow arrangements. Since the heat transfer is 
dependent on the effective temperature differential the 
efficiency of transfer between these two cases would be 
in the ratio of the M.E.D.’s. In the examples shown this 
represents an increased effectiveness for the counter flow 


. arrangement of approximately 28%. 


Since the heat transfer between the air and the product 
is dependent on the effective temperature differential, it 
is obvious in this example that the greater rate of heat 
transfer will take place when the counter flow principle 
is employed since the effective temperature differential 
is materially greater under this condition. In other words, 
to accomplish this same end result a materially greater 
length of time would have to be allowed if the parallel 
flow was used. The obvious conclusion is that use of the 
counter flow principle will either shorten the length 
of cooling time required which in turn will reduce the 
length of the cooling tunnel, or will permit a greater 
quantity of product to be cooled in the same time or will 
permit the same amount of product cooling at a higher 
temperature level which will result in more economical 
cooling equipment operation. 

The velocity of air over the product will materially 
affect the heat transfer rate with the higher rates occur- 
ring at higher velocities. Again some practical consid- 
erations must be made in this regard since the higher 
the velocity of air the more power will be required by 
the fans to move the air, thus affecting the economics of 
the whole operation. In some products too high an air 
velocity may create troubles due to entrainment of mate- 
rial such as starch or powdered sugar which may be 
dusted on the product. In general, however, for most 
candy work velocities in the range of 1000 to 2000 ft. 
per minute have been found to give a good balance 
between economical operation and efficient heat transfer. 

Since the heat in the body of the material must progress 
through this material to the surface before it can be 
passed into the air of the cooling tunnel, it is then 
obvious that the more surface that can be presented to the 
air, the better will be the rate of heat transfer. In other 
words, if a thinner layer of material can be used, it will 
have a proportionately greater surface per unit weight 
and cooling can be accomplished easier or quicker. By 
the same token, if the material can be separated or cut 
into pieces so that the sides and ends of the individual 
pieces can be exposed to the cooling air rather than only 
the top of a continuous slab, the heat transfer efficiency 
will again be increased. It is sometimes possible to 
revise slightly, the candy making operations including 
depositing, stringing, cutting, enrobing, etc., in order to 
make more efficient use of cooling tunnels. 


(To be continued in December issue) 





New F.T.C. Ruling 


Fair trade practice rules for the Cocoa and Chocolate 
Industry were promulgated September 28, 1950, and be- 
came effective thirty days from that date. The products 
concerned are those listed in the Definitions and Stand- 
ards of Identity for Cacoa Products published by the Food 
and Drug Administration (G.F.R. 14334-337). Choco- 
late coatings. other chocolate and cocoa products sold in 
bulk to other manufacturers for further processing are 
not included in this definition. 
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by DAVID L. CLARK, Jr. 
Senior Vice-President 
D. L. Clark Company 


D. L. Clark Sr., founder of the D. L. Clark Co., might 
best be described as a candyman’s candyman. He knew 
where he wanted to go and never hesitated. Time has 
proven he was right because the D. L. Clark Co. today is 
one of the four national leaders in the candy bar field, 
with a daily production capacity of over 200 tons. 

Clark entered the “nickel candy bar” field at the begin- 
ning of the first world war. Following the war, the popu- 
larity of the Clark Bar continued, and its volume of sales 
has increased to the point where over 3 million Clark 
Bars are produced each day. 

The steady growth of the D. L. Clark Co. and the in- 
evitable demand for greater production made it necessary 
to institute a planned program of plant modernization. 
To achieve this, the D. L. Clark Co. turned to National 
Equipment Corporation for the installation of the most 
modern machinery and mechanized sanitary production 
methods. New machines were installed for all of D. L. 
Clark’s products so that we were able to secure our tre- 
mendously increased volume of production with less 
labor. At the same time, the new cooking process and 
improved coating and drying, have established for the 
D. L. Clark Co. a new era in producing superior quality 
products which has, no doubt, helped obtain this tremen- 
dous volume of sales. 


The D. L. Clark Co. realized that the ability.to uni- 
formly control quality and to maintain quantity produc- 
tion required the replacing of worn out and outmoded 
equipment with new ‘and modern machines. A machine 
of modern design, kept in smooth operation, will reduce 
production costs through improved and increased output 
plus savings in space, power, labor and elimination of 
practically all scrap. 

In 1946, The D. L. Clark Co. installed the first modern 
National Equipment Enrober and later added 6 more. At 
the same time, D. L. Clark Co. purchased its first Cooler 
and Packer which proved to give such superior results 
that it reordered 6 additional Cooling Tunnels. 

In 1948, the D. L. Clark Co. received its first National 


Continuous Vacuum Cooker which proved to be so eco- 
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TOP: Candy centers leave cooling tunnel and proceed by conveyor 
to feeder where bars are being set on spreader prior to entering 
enrober. 


CENTER: The Enrober, one of a battery. coats the Clark Bar 
with chocolate. The Kihigren Stringer decorates the top of each 
bar with the well-known Clark Bar spiral design. 


LOWER: Coated bars leaving the cooling tunnel on the conveyor 
belt, are being readied for wrapping. 
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National Equipment M-100 Steel Ball-Bearing Mogul in operation. 


nomical to operate and gave such high quality results, 
that they promptly reordered a battery of 5 more. In 
addition, D. L. Clark Co. has just installed its first all- 
steel heavy-duty M-100 Mogul. 


Continuous Vacuum Cookers have been in use for over 
two years now for the Clark Bar production. These Cook- 
ers have been operating at 100% capacity day in and day 
out. Over-all performance has been exceptionally satis- 
factory. They have proven- to be very economical to 
operate and have established for us a new era in produc- 
ing fine quality products. Records indicate that we have 
experienced no stops, no repairs in more than two years. 
We are also proud to mention the fact that each cooker 
produees 2,600 pounds hourly with 62 pounds steam pres- 
sure of the finest, clearest, driest and glossiest quality 
results. Another important feature is that scrap has been 
null and void in comparison with the cookers we formerly 
had in operation. . 


During the last coal strike, our supply of coal was so 
low that we would have had to seriously curtail our 
cooking capacity and production were it not for the new 
cookers. The six new cookers produced more candy of 
better quality, than the thirteen old cookers which used 
over 100 pounds of steam pressure. 


The Enrober gives the highest gloss chocolate coating 
at lowest production costs. 3,000,000 Clark Bars are 
coated per day. The chocolate temperature is controlled 
within 1° F. Push button controls are conveniently ar- 
ranged on one panel board grouping. The wire belt 
Shaker which controls the thickness of the coating is 
adjustable during operation. The wire belt carriage is of 
stainless steel and is thermostatically heat controlled. It 
rolls out easily to give adequate clearance into the tank 
and agitator for easy ,cleaning, All parts are easily 
accessible. Thus it has been aecepted by leading health 


authorities as being of sanitary construction. 


Proper cooling and drying in the new Cooler and 
Packer, has given a new look of gloss to the Clark Bar, 
which is retained. Cooler and Packer is arranged so that 
the cold air is correctly distributed at proper velocity. 
The Tunnel is designed so that air first passes under- 
neath the carrying belt to the final delivery end, cooling 
the bottoms of the Clark Bars first. From there, the air 
is then drawn over the coated bars, getting warmer as it 
reaches the fin coils. By this method of cooling, the 
highest gloss merchandise is obtained. The Tunnel has 
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An impresswve bronze 

plaque pictured here greets 

every caller at the recep- 

tion rooms of the ex- 

tensive D. L. Clark Co. 

establishment. “Every 

successful organization re- 

flects the handiwork of a 

given man”, could well 

be applied to D. L. Clark, 

who piloted his company 

through years of success, 

under the slogan “Con- 

fections of Taste”. Com- 

ing to this country at 19 

years, an Irish immigrant, 

he was an example ofA 
the heritage of America 

“Freedom of Opportunity”. The original D. L. Clark 
Company was started in McKeesport, Pa., in 1886 re- 
maining there until about 1909 and then moving to 
Pittsburgh.—Editor. 





the unique feature of individual 8 foot wide side sections 
which are hinged. These sections can be lifted and give 
full access to the Tunnel’s interior. 


The Clark Bar moves from the Enrober through the 
Tunnel, to the Packing Belt with no interruption and re- 
handling. The production flow is continuous which makes 
for absolute sanitary control. 


With the addition of the new Mogul to our molding 
department, we can now rely on dependable stepped up 
performance and perfectly formed and clean centers 
with the elimination of breakdowns and scrap. The new 
Mogul incorporates heavier construction throughout. 
Frames are stoutly reinforced and are built for heavy- 
duty operation. The new Sieve with quick removable 
brush sections is specially designed whereby the two 
sections with brushes at the delivery end of the Sieve 
can be removed and cleaned within a few minutes. The 
Harmonic motion travel control device operates in oil 
and insures trays against jolting starts or sudden stops. 
It keeps the molds perfectly intact and eliminates scrap. 
A centralized greasing arrangement applies grease to 
all points on each side of the Mogul, effecting a savings 
in labor and guaranteeing the proper lubrication of the 
machine. All dusty operations are performed within the 
enclosed compartments of the Mogul permitting the op- 
erators to work under more sanitary conditions. 


The latest ideas in design and construction have been 
incorporated in the Silvretone Hydro-Seal Pump Bar. The 
pistons are of stainless steel, grooved to insure a good seal 
and ground to close fit, preventing the water from work- 
ing into the candy or the candy from working up into the 
water trough. The cut-off bar is made with rounded 
corners in the outlets for sanitafy reasons. This new 
Pump Bar gives pin-point accurate deposits and elim- 
inates wastes due to leakage. 


The rationale and cardinal principle of the D. L. 
Clark Co. is strikingly simple—use highest grade ingredi- 
ents, full utilization of equipment, eliminating waste, lost 
man-hours, maintaining peak production at all times with 
the highest quality results obtainable. Such is the bald 
synopsis that explains the astonishing breadth and amaz- 
ing performance of our entire new production line of 
equipment. 
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Packaging lor 
periection at Lolt's 


by CLARA BALDWIN 
The Manufacturing Confectioner 
ACKAGING of merchandise at 
Loft’s Candy Company is given 
the same careful study and care of 
manufacture as are the candies to 
be protected thereby. To obtain max- 
imum control over quality and effi- 
ciency in supply for meeting their 
packaging needs, Loft’s maintains 
their own box plant, said to be the 
largest captive box plant in the world 
and the largest box plant of any sort 
in the Metropolitan New York area. 
Production in the Loft box plant 
runs to approximately 40,000,000 
pieces of regular machined items per 
year, with something like 200,000 
machined pieces on novelty items in- 
cluding fire crackers, hats for Easter, 
Father’s Day, St. Patrick’s Day, and 
Patriotic hats, shamrocks, hatchets, 
et cetera. As well as around 1,000- 
000 pieces of handmade items, which 
includes such boxes as the Valentine 
hearts, and other special holiday gift 
boxes. There are 100 employees in 
the box division alcne. 

In addition the company prints its 
own seals, on a small imported ma- 
chine which never ceases production, 
stamping out gummed labels bearing 
the Loft insignia from metal paper 
stock in endless succession. Crinkle 
cups in the millions are made in the 
plant, too, of glassine paper with 
plenty of slippage for ease in manipu- 
lation when used by the packers. 
Also, Loft’s prints its own box wraps. 

The box plant, housed on the eighth 
floor of the factory building in Long 
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Island City, covers a floor space of 
more than 30,000 square feet for 
manufacturing, and occupies the floor 
below for storage space of both raw 
materials and finished boxes. The 
print shop occupies one end of the 
seventh floor. 

Throughout the designing and man- 
ufacturing of boxes for the company, 
quality takes precedence. 

The twin aims are first to deliver 
Loft’s candies to the customers in 
the most perfect state possible, with 
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a package affording the utmost in 
product protection, and second, in 
a package which expresses quality 
merchandise, reflects the character 
of the variety enclosed, and offers 
the maximum in appeal to the pros- 
pective customer or recipient. 

An idea for a new package is 
turned over to one of the two staff 
artists to be designed, along with a 
layout signed by the manager of the 
box plant, Anthony Fierro. 

That printer’s layout, or artist's 
die sheet, is of the exact measure to 
the overall size of the proposed box 
in height, length, and width, as well 
as turn-in allowance. 

Each design must first of all bear 
the company indentification, and of- 
ten portions of the Loft insignia are 
worked into or through the design. 
For instance, the wax paper used by 
Loft’s has the “L” worked into an 
overall pattern. Second, the design 


One of the popular packages of Lofi's, carefully planned in every detcil reflecting the 
quality of the product. 
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OF FILLED PLASTIC CANDY 
AND BARS 


Here’s a production line that sets a new high for speed and efficiency 
of production. And it handles not only filled plastic candy of all 
shapes, but also bars with honeycombed centers up to 5” long, 114” 
wide and 4” thick. 


tanbella MACHINES 


The Hansella machines that make up the line embody new features 
found in no other machines of their kind. They comprise a center 





filler, batch former, 4-step sizer, the Super Rostoplast forming ma- | 

chine and a high-speed 3-way cooler. Re 
The Super Rostoplast forming machine, which is the key machine The above bars are types that can be made 

of the line, utilizes an entirely new, patented process. Its greatly pro- on the Hansella machines 

longed, gentle action of closing and forming each piece, combined 


















with easier discharge, makes possible the production of the most 
highly filled candy <t the highest speeds. Each piece is completely 
sealed, including the ends, so no filling can escape. Its 12” diameter 
die makes it possible to form and shape a rope at a speed of 90 feet 
per minute. Change of dies for new shapes requires only 5 minutes. 

All the machines are designed for quick adjustability and ease of 
control, providing a fully automatic line. 


Write for circular on the Hansella high-speed production line. 
PACKAGE MACHINERY COMPANY 


SPRINGFIELD, MASSACHUSETTS 
Exclusive Hansella Agents for United States and Canada 


NEW YORK CHICAGO BOSTON CLEVELAND ATLANTA 
DALLAS DENVER LOS ANGELES SAN FRANCISCO Super Rostoplast 96-A 
SEATTLE TORONTO 


forming machine — the 
key unit of the produc- 
tion line. 


U . 4 


Center Filler 27-C Batch Former 19-E 4-Step Sizer 65-B Super Rostoplast 96-A 3-Way Cooler 71-B 


PACKAGE MACHINERY COMPANY 
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must reflect quality, with the higher 
priced lines carrying the more dig- 
nified and distinctive designs. De- 
signs with a feeling of gift appeal. 
Special occasion packages incorporate 
the atmosphere of the occasion for 
which they are created. An example 
is the unique camp package intro- 
duced this year, with its sunny yel- 
low cover and a design incorporat- 
ing motifs of camp activity. George 
Frederick, president of Loft’s stresses 
the happiness idea of candy, and 
the motifs are those portraying ex- 
periences of happiness. 

Since the greater part of Loft’s 
candies are sold through their own 
185 stores or exclusive departments, 
the package design becomes an in- 
tegral part of the overall design pic- 
ture. Each store, itself, is designed 
for ¢ye-appeal and to attract cus- 
tomers. The newer stores are being 
designed with the “L” insignia used 
on the package and wrappings for 
the product as a part of their in- 
terior decor, perhaps as a wall paper 
figure. 

Once a new package design has 
been developed, it is submitted to a 
merchandising committee of ten mem- 
bers who give the design a stiff going- 
over and rip it to shreds, if neces- 
sary. That committee headed by vice 
President Leonard Wurzel includes 
such persons as a store supervisor, 
a manager each from a large and 
a small store, the factory supervisor, 
the merchandising director, an art- 
ist from the staff—persons with a 
flair for merchandising. And the 
package does not go onto the counter 
until it meets a majority or unani- 
mous approval from the board! 

All material for every department 
of the Loft plant is received on one 
loading platform along the east side 
of building; shipping of finished 
goods is made from a similar plat- 
form on the opposite side of the 
building. 

All materials received are moved 
to the basement and on to the seventh 
floor, outer wrapping materials and 
shipping cartons which are purchased 
from outside are stored in a base- 
ment area until needed. 

Samples from every item received 
are required to go to the laboratory 
in one wing of the eighth floor for 
testing, a rule which applies to all 
packaging materials as well as to 
ingredients for candy production. An 
itemized list of all receipts is furn- 
ished the chief chemist, Samuel Gold- 
stein, so he may check samples 
against it to make certain all receipts 
have been duly represented for in- 
spection. 

Standards for products purchased 
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Although each package has individuality in design, it retains the well-known Loft trade- 
mark worked into the desian without detracting from the attractiveness of the package. 


by Loft’s have been set by the labor- 
atory. All chip board purchased for 
box-making must be of virgin pulp, 
no other is acceptable. Virgin pulp 
has no odor to be imparted to the 
candy. 


Materials for packaging are sub- 
ject to tests for odors and on papers 
for bursting strengths. Formerly the 
company was using a 50-pound burst- 
ing strength, today that is increased 
to something like 200-pound, run- 
ning the mullen test machine beyond 
its 160-pound capacity mark. 


More recently the question of odor 
from inks is arising, due to the sub- 
stitution of butyl acetate as the sol- 
vent in ink rather than alcohol or 
ethyl acetate. This is an outgrowth 
of shortages in the current war situ- 
ation. 


Loft laboratory technicians recom- 
mend several resources in the event 
of perceptible odor. One is aeration, 
for a period of around 60 days, until 
the odor has dissipated. A faster 
method with which they are obtain- 
ing satisfactory results is that of 
baking the finished boxes in a hot 
room for a period of twenty-four 
hours under a temperature held at 
110 degrees. After which the boxes 
are permitted to cool for an equal 
length of time, and all trace of odor 
has disappeared. 


A further test used on odor consists 
of packing candies in metal tins. One 
tin will contain a piece of the paper 
in question along with the candy, 
one will contain glue used in the 
questioned package, while the con- 
trol tin contains no foreign substance. 


merely the candy alone. 

All three tins, so packed, are set 
aside for a two week interval under 
temperatures between 75-80 degrees. 

At the end of the test period, all 
three tins are opened and the con- 
tents of each are tasted to see whether 
the candy has picked up any odor 
from either the paper or the glue or 
from both or neither. 

Reports on the materials received 
for the box division are furnished 
to Mr. Fierro, so he will know the 
story and can act accordingly. 

Where an ink or paper odor has 
been detected and indicated, all boxes 
manufactured using such materials 
are packed loosely on trucks which 
hold approximately 2200 pieces of 
a 10-%x5x1 inch size. These 
trucks have slatted sides, so heat and/ 
or air can permeate through the 
contents. 

Often the odor trouble is caused 
by the tight packaging on inbound 
papers, leaving no opportunity for 
ink or solvent odors to evaporate. 

Where time permits, trucks so 
packed will be moved onto the stor- 
age floor to wait for their odors to 
dissipate. Otherwise they move into 
the hot room for baking to speed 
up the process. 

A list indicating what is to be 
packed during a given week is turned 
over to the box-making department, 
with a notation as to when the order 
will be required. That list serves 
as the work sheet for the box division. 

Mr. Fierro works closely with the 
printing division which turns out 
most of the wraps for the packages, 
though some are printed on the out- 
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HOPPER, STRAIGHT OR L FEED 


rn 


. 


Standard models in straight, L-shape, 
or hopper type feed — custom machines 
for special requirements and sizes. 





WRAP wanomr BR 


Delivers up to 150 units per minute with one operator. Uses all 
types of wrapping material, co-ordinates label, and heat, glue, or 
crimp seals — hermetically if desired. Stiffeners required only 
with soft, flaky or crumbly type product. Investigate this “modern 
miracle” machine today, Write for full illustrated brochure. 
















AGE 


WRAP TO KEEP ‘FRESH ... CANDY STICKS - CAN: 
BARS - LOLLIPOPS-AT HIGH SPEEDS! 
No matter how icregular the shape — how fragile or 
id, the Campbell W. vi er, continuous 
gi met wrapping sng ioe Geek ca without breakage! 


Wraps products 

of all shapes 
round, ovol, tubular 
oblong, irregular 
beveled sides 


and flat 


HUDSON-SHARP MACHINE CO. - GREEN BAY, WIS. 
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side. But with the printing and box- 
ing division both on the premises, 
the company has a means of turning 
out a new package from design to 
finished item ready for the trade in 
jig-time. 

Ordinarily boxes are lined with 
book liner, which is a porous sub- 
stance, but on certain boxes as an 
extra precaution against odor, Mr. 
Fierro substitutes a glassine lining 
which is a nonporous paper, thus 
when laminated to the board serves 
to further eliminate all odors. 

Flint paper was recently substi- 
tuted for gold on a job where the gold 
was found to have a perceptible odor 
requiring too long a period for dis- 
sipation on that particular package. 

Loft’s is not content with testing 
materials and production, they dou- 
ble-check every new package. Some- 
thing like thirty-five or forty times a 
year, each time a new package is in- 
troduced, the company mails a test 
package to a fictitious address some 
thousand or two miles away, which 
after being held for the proper length 
of time to be duly claimed is returned 
to the sender. Those packages are 
then tested for condition of contents 
as to crushing, freshness, et cetera. 

On larger shipments, corrugated 
carton load shipments, a test package, 
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so labeled, will be trucked to the 
most distant store of the Loft group, 
with instructions to be returned, un- 
opened, on the next truck. Contents 
of such shipments are given a careful 
inspection on return to the factory. 

More and more features are being 
incorporated to protect the candies. 
One example is a cardboard circle 
piece fitted around the foil wrapped 
cordial for shipping. 

Just recently the height of the basic 
box or tray, which serves as bottom 
of the one pound box, has been in- 
creased slightly to further protect the 
fruit pieces which stand taller than 
the other pieces in the package hence 
were being slightly crushed. The old 
box was 7/8 inch; the new, one inch 
even. 

Loft’s originated the idea of the 
guarantee with every box. A small 
slip bearing the company insignia is 
inserted in each package guarantee- 
ing arrival in satisfactory condition 
of the contents or on notification a 
replacement will be sent immediately. 

Since Loft’s have been promoting 
shipments overseas on candy, they 
have instituted tests for those over- 
seas packages as well as on their 
domestic shipments. 

Continually on the alert, both pro- 
duction-wise and package-wise, Loft’s 
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is constantly striving to assure their 
customers of the finest candies, in 
their price field, packaged for the 
greatest appeal and protected to in- 
sure the most perfect delivery con- 
dition possible. 


@ The Board of Directors of the 
National Confectioners’ Associa- 
tion are holding a meeting in Chi- 
cago, November 15, 16, 17. Also 
present at the meeting will be 
various committee chairmen of 
the association and committee 
members. 
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“CUTTING SUGAR CANE''“"AN ORIGINAL LITHOGRAPH BY HENRY E. WINZENREIO 


Filling America’s Sweet Tooth 


Sugar... and the countless things made with it... travel a long road from 
cane to consumer. Along the way, “sweets” need the help of protective papers 
to guarantee their wholesome goodness. These needs are often met with 


special Riegel Papers . . . tailor-made for the functional packaging of such 
products as candy, cake, chewing gum, ice cream, sugar and prepared 
desserts. 


There's a Riegel Paper for almost any requirement you may have in protective 
packaging . . . a paper you can depend on for economy and production 
efficiency. We feel sure we can serve you in the same effective manner we 
now serve the sales leaders in so many different fields. Write us today. 


Riegel Paper Corporation ° 342 Madison Avenue, New York 17, N. Y. 


e 
__ Riegel TAILOR-MADE PAPERS FOR PROTECTIVE PACKAGING 
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(Candy merchandising 
in drug stores 


by CLARA BALDWIN 


The Manufacturing Confectioner 


| iw a program planned to study the 
candy situation as pertains to 
their own business, members of the 
Associated Chain Drug Stores turned 
their full attention to candy prob- 
lems and candy merchandising in 
their fall meeting held in New York 
City September 25 to 27. The Na- 
tional Confectioners Association as 
well as individual confectionery com- 
panies cooperated with the ACDS in 
staging the program, for which a 
total of 700 persons, both Associa- 
tion members and manufacturers, 
were in attendance. 

Thirty-one confectionery concerns 
and two packaging firms had ar- 
ranged attractive exhibits around the 
wall area of the Grand Ballroom 
where the meetings were held, while 
eleven other nut and confectionery 
firms were exhibiting in the North 
Ballroom. 

A composite display of candies 
was arranged on display shelves and 
racks behind the speakers’ table on 
the platform, and great heart-shaped 
posters such as those identified with 
the NCA promotion on candies were 
high on the wall above the exhibits, 
turning the bailroom into candyland. 
Under the title “Sweetest Story Ever 
Told”, both the chain druggists and 
the candy manufacturers contributed 
intensive study, for this, the first 
candy meeting of ACDS in seven 
years. A tremendous amount of re- 
search, survey, and visual aids prepa- 
ration had been done as preliminary 
to the presentation. The result was 
a highly dramatic portrayal of candy 
problems and nicseheniliging methods 
through slides, motion-pictures, sound 
effects, and panel demonstrations. 


Slides Depict Candy Departments 


As a background, in the opening 
session on Monday, study slides were 
shown of 3000 candy departments 
located in as many stores. Also on 
that same program, which was a 
closed meeting for members only as 
was the one on Tuesday, stress was 
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laid on offering the public a wider 
assortment of candies which are as 
fresh as possible. Another highlight 
of Monday’s program concerned de- 
tails on the experimental work of 
the association. 

Ches B. Larsen, of Cunningham 
Drug Stores Inc., and president of 
ACDS, opened the session, following 
which Frank M. Head, of Whelan 
Drug Stores and chairman of the 
committee in charge, discussed “Who 
is Getting the Nation’s Candy Busi- 
ness?” with slides. Lowell Thomas 
of New England Confectionery Com- 
pany presented a film “It’s a Sure 
Sign”. William M. Noonan of Steph- 
en F. Whitman & Son, considered 
“Sales of Box Candy”; and Irvin 
C. Shaffer of Maillard Corporation 
spoke on “Candy Merchandising 
Shortcomings As Seen by a Candy 
Manufacturer”. 

William E. Hawes, Jr. of Peoples 
Drug Stores, Inc., closed that session 
with a detailed discussion on train- 
ing programs for personnel, titled, 
“Back to School!” 

Tuesday’s session opened with a 
report by Maxwell Schultz of Will- 
mark Service System on a candy sur- 
vey made in 15 stores throughout 
the country. That survey pointed out 
how important were display place- 
ment, location of department, con- 
centration of display, and suggestion 
to customer in the selling of candy. 
As a result of the survey, Mr. Schultz 
recommended a location, for the box 
candy division particularly, which is 
near the soda fountain. Or if that lo- 
cation is not feasible, at least to have 
a display of boxed candies behind 
the fountain. He further recom- 
mended alerting the sales staff for 
consistent promotion. 


Candy Is One of Greatest 
Traffic Items 


H. Wolfe, merchandise manager 
of Walgreen Drug Stores, pointed out 
that stimulation of sales depended 
not upon the fixtures, etc., but first 
of all upon the spirit of the person- 
nel, beginning with the store’s man- 
ager. From the top to the bottom, 


he stated, there must be a desire to 
do a better job, with constant every 
day attention. Nothing in the store, 
he added, responds so quickly nor 
profitably as candy. Also, candy is 
one of the greatest traffic items. De- 
scribing a good traffic item as one 
which is priced right, which every- 
one wants, and is quickly consumed, 
he said the candy customer was a 
good, all-around custom-r, too, one 
who likes the good things of life, 
the little luxury items. Beyond that, 
the candy customer returns to the 
store more frequently than others 
who come say for a bottle of aspirin 
or a hot-water bottle. 

Mr. Wolfe stressed freshness, say- 
ing “When you sell stale candy, you 
lose everything”. He suggested spot- 
checking for freshness, moving stock 
before it can become stale. He cau- 
tioned against overstocking, and rec- 
ommended code-dating, as well as 
strict inventory controls, and the 
use of refrigeration. 

“The 5c candy bar and gum is 
the best buy in the country,” he told 
his audience, with 50% of all candy 
consumed in the five cent bracket. 
However, he spoke of the trend 
toward the 10c candy bar, saying he 
felt it was a good move, one which 
would result in extra profit, extra 
volume, and better customer satis- 
faction. 

Mr. Wolfe stressed multiple sales. 
The customer likes to see what he is 
buying, Mr. Wolfe pointed out, also 
likes variety, and recommended 
changing display items frequently. 
Demonstrations and sampling are 
excellent means of promoting candy 
sales, he continued. In closing he 
stressed the fact that the candy de- 
partment must have an identity so 
it will not be lost in the overall store 
picture. 


The Grocer Sells and Displays 
In Large Amounts 


With a topic “Is the Grocer Tak- 
ing your Candy Business or are you 
Giving it to Him?”, Robert C. Daugh- 
erty, assistant sales manager of James 
O. Welch Company, said the grocer 
was an idea man, who sells in large 
amounts because he displays in large 
amounts, also he is a package design 
expert. 

Ted Stempfel of E. J. Brach & Com- 
pany brought in a panel of radio ar- 
tists to dramatize findings from sur- 
veys conducted to determine “Is 
there an answer to the Chain Drug 
Store Candy Problem?” 

Speaking for Ferdinand Bunte who 
was unable to attend, James F. Mul- 
cahy of the Bunte Candy Company 
wound off the morning session by 
stressing the fact that the key answer 
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lay with management interest and 
enthusiasm to candy in erder io ct- 
fect a “Candy turnover-profit”. Con- 
cluding, Mr. Mulcahy summarized 
the important points for greater profit 
from the candy department, those cf 
quality, location, display, freshness, 
and salesmanship. 

Wednesday’s session was open to 
the manufacturers as well as ACDS 
members, with Philip P. Gott, presi- 
dent of NCA, as first speaker. Mr. 
Larsen in opening the session pointed 
out the reason for such a meeting 
was to look at the candy business of 
the chain drug stores and determine 
how to increase its volume. Once 
more Mr. Head served as chairman. 


Statistics Furnished by N.C.A. 


Mr. Gott stated he was glad to see 
such groups concerned with the prob- 
lems of manufacturing and merchan- 
dising, since it helped the manufac- 
turers sell more goods. He pointed 
to the changes in buying habits of 
the American public. Candy consump- 
tion per capita dropped from 20.5 
pounds in 1944 to 17.3 in 1949, while 
candy production dropped from 2,- 
804 million pounds in 1944 to 2,594 
million pounds in 1949, yet candy 
sales rose from $658,000,000 in 1944 
to $875,000,000 in 1949. In 1949 
the one, five and ten cent items com- 
posed 59.2 percent of the total pound- 
age, he reported. Sales of bar goods 
dropped from 50.8 percent of the 
total 1948 sales to 45.9 in 1949, but 
there was an increase in package 
goods sales from 25 percent of total 
in 1948 to 27 in 1949. He reported, 
too, there was a changing pattern in 
candy distribution, during the past 
decade. “For instance,” he said, 
“While wholesalers purchased 58.6% 
in 1939, 47% was purchased by the 
same group in 1949. Chain stores in- 
creased their purchases from 20.8% 
to 22%, and independent retailers 
from 12.6% to 16.1% during the 
same period.” According to statis- 
tics from a representative group of 
manufacturing wholesalers, he stated, 
sales in 1949 to chains divided as 
follows among the different types of 
chains: variety 35.9%, grocery 
34.8%, drug 15.7%, theatre 8.7%, 
and other chains 4.9%. 

The same report indicated that the 
drug store chains share of the to- 
tal chain store business had dropped 
from 18.7% in 1948 to 15.7% in 
1949, while the variety chain store 
business had jumped from 29.7% 
to 35.9% in this same period, he 
continued, and grocery chains had 
decreased from 37.9% in 1948 to 
34.8% in 1949. 

Mr. Gott cited the rising prices 
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of ingredients and other production 
costs as current problems besetting 
the manufacturers, pointing to the 
750% rise in cocoa beans since Janu- 
ary of 1941 and 118% since Sep- 
tember 1949. “Price increases for 
other basic ingredients for the same 
periods are,” he continued, “peanuts 
249% and 8%; corn sirup 59% 
and 1%; sugar 93% and 5%. While 
the increase in eggs over 1941 was 
112% and milk 56%, these com- 
modities have increased from Septem- 
ber 1949 by 26% and .04% respec- 
tively. The lowly peanut has jumped 
from about 5c per pound to over 
18c. This increase represents an ad- 
ditional cost of about 25 million dol- 
lars, on more than 200 million pounds 
of peanuts used which, however, was 
less than half what the government 
lost in supporting the price of pea- 
nuts last year.” 

He declared the drop from 20.5 
pounds in 1944 to 17.3 pounds in 
1949 in per capita consumption on 
candy is a challenge to suppliers of 
ingredients, candy manufacturers, 
and distributors such as chains, job- 
bers, and independent retailers, say- 
ing, “Greater merchandising and edu- 
cational efforts are needed to make 
the public realize that candy is a low- 
cost, concentrated, nutritious food. 
incorporating over three billion 
pounds of dairy products, eggs, choc- 
olate, fruits, nuts and peanuts, sugar. 
corn products, honey, and molasses.” 
He urged the ACDS members to join 
with the manufacturers in pushing 
ahead with the candy industry. 

Following Mr. Gott’s talk, John 
Kettlewell presented an illustrated ac- 
count of the educational work being 
done by the Council on Candy for 
NCA, of which he is advertising di- 
rector. Stating this to be the eighth 
year of the Council, Mr. Kettlewell 
named Mr. Stempfel as the father 
or founder of the Council on Candy. 


Training Sales People 
to Sell More Candy 


“Candy is a glamor girl,” Smith 
Cady, Jr., of the Chase Candy Com- 
pany, stated, and said it should be 
treated accordingly. Variety both of 
kind and price is the “Spice of life 
in the candy business”, he pointed 
out and recommended the use of eye- 
catching displays, because candy is 
the highest impulse item. He felt ac- 
curate records were necessary in or- 
der to assure proper turnover of stock 
for freshness. Also, he said sales- 
girls should be taught to sell candy. 
“Why training for candy selling?” 
he asked, then answered, because 
there is nothing which produces the 
same results on the cash register as 


candy. The odds are 96 to 4 that 
any woman likes candy, he reported, 
and 92 to 8 for men. It is 10UU to 1 
the customer has no candy at the 
moment, and 100 to 1 the customer 
can afford to buy some candy, if not 
an expensive box at least a 5c bar. 

Mr. Cady stated next year would 
mark the 75th anniversary for Chase 
Candy Company, and in recognition 
of that event, their company had set 
up an automatic machine which when 
the eye-beam was broken by a pass- 
ing customer said, “Wouldn’t you 
like to buy some candy today?” 
This electric-eye gadget has increased 
candy sales as much as 800 percent, 
he declared, and suggested that clerks 
be trained to ‘talk candy’, also cus- 
tomers encouraged to “think of your 
store when they think of candy”. Mr. 
Cady reminded his audience that a 
candy sale was a plus sale. 


Norris Training Slides 


R. Lawton Henderson, president 
of Norris Candy Company, presented 
that company’s new 800-foot clerk 
training film, “Sweet Business”, a 
sound motion picture made on lo- 
cation in various drug stores using 
actual druggists and clerks as actors. 
It shows right and wrong methods 
of drug store operation. 

“Manufacturers work constantly to 
produce the quality and type of 
candies the consumer will buy,” Mr. 
Henderson stated. “Their own man- 
agement is trained in all phases of 
the industry and is kept on its toes 
by wide-awake competition. Advertis- 
ing is employed to create the demand 
which puts mass production to work 
and boosts quality, while it lowers 
prices, in a free competitive market: 
and to keep established brand names 
in the mind of the public. These 
manufacturers maintain well-trained 
sales forces to secure distribution 
of their products to dealers in all 
sections of the country. 

“Dealers invest important money 
in their stores. They buy quality, 
feature widely known products, dis- 
play them effectively, advertise them 
and hire their own salespeople to 
secure the final sale and to begin 
the profit operation. It is easily seen 
that the retail salesman, at the actual 
point of sale, has a tremendously 
important part in the structure. All 
too often he is a stumbling block 
that deprives the whole manufacturer- 
dealer-salesman line-up of its poten- 
tial profits: profits they have all ac- 
tually earned by doing their part of 
the job correctly.” 

Said Mr. Henderson, “It is our job, 
as manufacturers, to help the dealer 
see that all these pre-sale preparations 
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do not bog down at the retail counter. 
Dealers are recognizing the problem 
more than ever before, are recogniz- 
ing thehigh profit potential in candy 
sales and are forcing more steam 
behind candy merchandising. Per- 
sonnel training must be followed up 
with constani supervision. Today, 
personnel turnover is increasing in 
many sections. Therefore, training 
must be done over and over, and it 
can’t be done from an office or desk. 
Thinking out a plan is necessary, but 
it can’t win sales unless it is followed 
by action. 

“Nothing great is ever accom- 
plished without enthusiasm, and this 
en:husiasm for ever-increasing sales 
must be in evidence, from top man- 
agement down.” 

He recommended, too, talking 
profit with salespeople, showing them 
its relation to their own security. 
Sales training, he stated, is the key 
to open the door to increased sales 
and profits to “Sweet Business for 
all of us”. 

The film pointed up six successful 
steps to be stressed in making a sale: 
1. Give prompt, efficient, friend- 

ly service 

2. Show the product 

3. Make specific suggestions— 
know the stock and point up 
advantages of each item. 


4. Let the 
package 

5. Give a choice between some- 
thing and something else, ask 
which he prefers. 

6. Sell the benefits. You sell 
more than the item itself, you 
sell yourself, your store, and 
the manufacturer. 

Harold D. Curamings of Cadbury- 
Fry America gave a pictorial ac- 
count of “Chocolate from Pod to 
Package”. using slides to point up his 
lecture. The candy business dates 
back approximately 3000 years, Mr. 
Cummings told the group, with evi- 
dence of sugar-boiling rooms found 
in Egyptian and Herculaneum ruins, 
as well as references to them in the 
Bible. The Incas and Aztecs devel- 
oped cocoa beans. Columbus was the 
first white man to see them. Cortes 
introduced cocoa to Spain. In Mex- 
ico the beans were used for money, 
and said Mr. Cummings, “You can 
use chocolate for dollars!” 

Showing charts on the price trends 
in beans, he said that in 1942 the 
price stood at 8.9c. Controls held the 
price relatively level during the war 
years, but with controls off in 1947, 
the price shot to 54c, settling back 
to 40c in 1948, and dropping to a 
range between 18c and 28c in 1949, 

(Please turn to page 46) 
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CODE DATING 
CANDY BARS 


Automatic—Any Speed 

5 to 10 Built-in Digits 
Permits quality control and 
proper stock identification 


KIWI CODERS CORP. 


3804-06 N. Clark St., Chicage 13, Ill. 





ALL SIZES, ALL SHAPES OF Bags 
ie pod” bags 


"APe 


PACKING 
SPECIALTIES 


Bags and packages to fit your 


for 








The satisfaction of KNOWING 
that their wrapping machines 
will give EFFICIENT, UNIN- 
TERRUPTED SERVICE AT ALL 
TIMES is just one reason why 
candy manufacturers the world 
over prefer IDEAL Equipment. 
These machines, suitable for 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE 


EST. 1906 
MIDDLETOWN, N. Y.--- U. S.A. 


both large and small manufac- 
turers, are fast, always depend- 
able and economical. The SEN- 
1OR MODEL wraps 160 pieces 
per minute; new HIGH SPEED 
SPECIAL MODEL wraps 325 
to 425 pieces per minute. 


Both machines are built for the 


most exacting requirements 
and carry our unqualified 
guarantee. 
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> 
Makers of Candy Bags 
Since 1893 


Address: Dept. 4 at either Main St., 


Kensington, Conn. or 


4711 Foster Ave., Chicago 30, Ill. 


<7 





exact specifications. For individ- 
ual candies and bulk packaging 
of year ‘round and holiday spe- 
cialties. Free design and con- 
sulting service. Printed with a 
handsome special design or de- 
livered plain. Write today for 
sample kit and name of your 
nearest jobber. 
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Seasonal “peaks no problem when candies 
are protected with Desiccite* == 





CANDY MAKERS — Level out seasonal production peaks by 
manufacturing on an economical basis months ahead—then 
storing your candy economically with Desiccite #25—the 
drying agent that protects freshness, “dryness,” flavor, and 
gloss from damaging moisture. 


RETAILERS AND JOBBERS—For increased turnover and elim- 
ination of “returns,” demand Desiccite-protected candy 
from your manufacturer — your displays and stocks will then 
be factory-fresh, dry, and glossy. 

GET THE FACTS — Write your nearest Desiccite distributor: 
L. H. Butcher Co., Les Angeles, San Francisco, Portland, 
Seattle, and Salt Lake City; Eaton Chemical & Dyestuff 
Co., 1490 Franklin Street, Detroit; Thompson-Hayward 
Chemical Co., main office in Kansas City, Mo., and branch 
offices throughout principal cities in central and south- 
western states. 


Dry pack with 


~-DESICCITE #25-- 


Desiccite manufactured by FILTROL CORPORATION 


General Offices: 727 W. 7th St., Los Angeles 17, California 
Plants: Vernon, California and Jackson, Mississippi 


*T. M. REG. U.S. PAT. OFF 
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What's \EW 
in candy p ACKAGING 


The products described help keep you up-to-date 
on new confectionery equipment, materials of all 
types. The items below are coded for your con- 
venience. For any further information, write to 
THE MANUFACTURING CONFECTIONER, 9 S. Clinton 
St., Chicago 6, Ill. Use the coupon on next page. 





Packages Designed for Youngsters 


A new package has been developed combining the 
toy element with a merchandising feature. Authentic 
reproductions of a modern fire engine in brilliant red 
and black; and reproduction of the Santa Fe Streamlined 
train consisting of the diesel engine, passenger car and 
observation car—in actual colors. Code P11A50. 


Adhesive for Fabricating Bags 


Poly-Lok is a new adhesive for fabricating multiwall 
and specialty bags from polyethylene kraft stocks. It is 
a ready-to-use, cold “Resyn” seam adhesive that combines 
high solids with low viscosity. It machines cleanly on 
direct roller application, tacks immediately even at the 
rate of 100 10-pound b-gs per minute, and dries to a 
transparent, light gray film unaffected by variations of 
temperatures or humidity. There is no air-blistering with 
age. Code P11B50. 


Ribbon Rack 


Cue Tye Ribbon Rack is a unique and handy method 
for the shop keeper to store and dispense ri:-bon. Wide 
selection of colors and patterns of acetate satin ribbon 
with cut fuse edges is wound on 100 yard rolls and in- 
cased in individual self-dispensing transparent Vuepak 
reels that keep ribbon clean and orderly. Five reels fit 


on one Cue Tye Rack. Code P11C50. 
Decals Four Times Brighter with Fluorescent Colors 


The same fluorescent colors which have made posters, 
banners, streamers and other display signs visible up 
to four times as far the brightest of ordinary colors are 
now being used on decal indoor display signs. Store 
display locations such as showcases, coolers, walls, back- 
bars and mirrors are ideal locations for these high- 
powered, attention-getters. The fluorescence of the decals 
lasts over six months if not exposed to the rays of the 
sun. The colors available are: Fire Orange, Neon Red, 
Arc Yellow, Saturn Yellow and Signal Green. Code 
P11D50. 


Code Dating, Imprinting Machine 


The new Cartoncoda machine, which automatically 
imprints either code-dates or supplementary contents 
information on flat folding cartons, paper container caps, 
cards, tags, bags, etc., is an advanced ink-control system. 
This system, which includes an enclosed ink fountain, 
metering roll and doctor blade, permits the machine 
to use fast-drying and special inks for various kinds of 
package surfaces. Consequently, the Cartoncoda can de- 
liver up to 7,200 clean, sharp, registered imprints per 
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hour, even on waxed, resin-coated and other “Hard-to- 
print” stocks. 

Another feature is its wider range of adjustability for 
varying width, length and thickness. Changes of copy 
can be made qu-ckly and easily by means of interchange- 
able rubber type or dies. Also, diewheels are interchange- 
able to further expedite imprint changeover. The machine 
requires only part-time attention of an operator for feed- 
ing stacks of «n-printed cartons. 

The imprinting machine is electrically powered and, 
after imprinting the packages originally placed in its 
magazine, restacks them at the discharge end. All actions 
of the machine are fully synchronized to a:sure accurate 
register of imprints in designated panels or spaces. Code 


PLLESO. 


Stimulate Hediday Candy Sales 


With Christmas and Easter Holidays approaching, 
interest has re-doubled in the dual-use packages that 
feature boxes and baskets. When filled with 14 to 32 ozs. 
of candy or a quantity of cookies, these boxes are lively, 
eye-catching, sales producing items. Emptied, they con- 
tinue their usefulness as dolls hat boxes, sewing kits, or 
containers for hosiery and handkerchiefs. This line in- 
cludes plain and multi-colored items. Particularly ap- 
pealing is the miniature hzt-box with sculptured Kaster 
Bunny on the cover. Code P11F50. 


Hand Sealer for Polyethylene 


A hand sealer for Polyethylene employs an entirely 
new principle of sealing (Patent Pending) which elim- 
inates the problem of Polyethylene sticking to the sealing 
iron. It is exceedingly light in weight permitting day-long 
use with practically no fatigue. Seals are neat and secure 
without requiring exacting pressure application or heat 
dwell time. Ideal on all homogeneous films which sezl by 


weld. Code P11G50. 
Automatic Packaging With Polethylene Film 


A new design modification that permits all six models 
of their automatic packaging machine to package with 
roll polyethylene film has been announced by this man- 
ufacturer. 

The new modification assemblies will be made avail- 
able for all current and early models—as well as being 
incorporated in the newer machines now in production. 
The polyethylene will be handled in rolls 4” to 11” wide, 
gauges 0015 to .020, either plain or printed in multi- 
color 

These machines now offer the packaging industry the 
full advantage of automatic, high- speed, heat-sealing of 
this chemically inert, waterproof, moisture- oie om 
packaging film. Package sizes will range from 114” 
114.” minimum to 544” x 13” maximum and from 5 cu. in. 
to 80 cu. in. by volume. Code P11H50. 








Circle Code Numbers and Mail Coupon for Literature 

on Any item Discussed in This Section to The 

Manufacturing Confectioner, 9 S. Clinton St., Chicago 
6, Hlinois 


PI1A50 P11C50 PILIES5O P11G50 
P11B50 P11D50 PI IF50 PI IH50 


| See Me SN sac saceseieckeeaecks 


for November, 1950 


Mis se 


ovccuse 





BIG IN PERFORMANCE... 


Hayssen wrapping meets the standards set by 


particular people who insist on attractive 


appearance at low unit-cost. Fully automatic, 
it replaces costly hand wrapping. Six-sided, 
printed overwraps are accurately registered, and 
practically any type of wrapping material can be 


used. Write today for complete information. 


HAYSSEN MFG. COMPANY @ SHEBOYGAN, WIS. 








WRAPPING MACHINES 

















SELECTROL—an Automatic Checkweigher 
for Volume Packaging Operations... 





Service by nation’s 
foremost electronic 
service specialists! 


Nationwide service 
through the RCA 
Service Company, 
Inc.,* is yours when 
you buy the SELEC- 
TROL. The elec- 
tronic experts of 
this specialized serv- 
ice organization 
supervise the initial 
setup and adjust- 
ment. Alse supply 
whatever subsequent 
service you need. 





*Electronic servic- 
ing subsidiary Radic 
Corporation of 
America. 











SELECTROL is an automatic check- 
weigher separating packaged candy into 
three classifications . . . underweight, 
EXACT WEIGHT and overweight. This 
new unit solves ‘Mis-packaging” by 
eliminating troublesome underweight car- 
tons as well as overweight containers 
which threaten profitable operation . . . 
completely removes the human element 

- cuts per unit packaging costs to the 
lowest level ever attained. 


A number of dels are available, some 
of which are designed to checkweigh 
ahead of top closing or sealing equip- 
ment. Overweight packages are deflected 
to the left and trimmed of excess prod- 
uct. Underweight packages are deflected 
to the right and product is added. EX- 
ACT WEIGHT containers’ continue 
straight ahead for finished wrapping and 
sealing. 





These new SELECTROLS are the newest 
electronic means of classification . . . are 
fully automatic ... highly accurate... 
will operate at speeds up to 120 packages 
per minute in capacities of from 2 oz. 
to 2 lbs. For complete details write the 
Electronic Equipment Division at the 


address below. 


EXACT WEIGHT SCALES 


LL 





THE EXACT WEIGHT SCALE COMPANY 
912 W. Fifth Ave., Columbus 8, Ohio 
2920 Bloor St., W., Toronto 18, Canada 
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“Developing Sales Appeal with 
Protective Packages” 


“Packaging, as a field, has done much to create 
the proper impression abroad of the American way 
of life,’ Fred Levy, president of Blum’s Confec- 
tionery in San Francisco, told the recent conference 
on packaging, packing, shipping and materials 
handling in San Francisco. 

“Packages coming from America,” he said, “al- 
ways express the freedom and freeness of our 
country. Most of the packages in totalitarian coun- 
tries are alike, dull. The uniforms of the soldiers 
are even grim.” 

Levy acknowledged that packaging is the most 
important factor in his business, and that a major 
part of the story of how Blum’s developed a na- 
tional and international volume of business can be 
attributed to new and unique packages. 

“Packaging today presents a great problem,” 
Levy said. “More retail services are getting into 
self service. Packages must be salesmen, and a clear 
package ... may be a weapon for increasing gross 
profit. 

“In food packaging, the cleverness of the design, 
though not as important as the depicting of the 
merchandise as being clean and sanitary, neverthe- 
less must give the food an appetizing appearance. 
The driven force of the package cannot be over- 
emphasized. 

“In the case of new products, packaging is ever 
important. The job of getting the consumer to go 
to your brand instead of the brand already accepted 
is a big one. 

“Packaging presents a challenge for the manufac- 
turers and retailers and offers a method for the 
increase of a net profit, and of insuring a steady 
clientele.” 

He declared that his firm pioneered the packaging 
of candy in gift tins, and that this idea, now adopted 
by the industry, has grown to a volume of more 
than $100,000,000 annually. 

“American packaging,” he said, “undoubtedly 
has done more to sell merchandise off the counter 
than any other factor. Packaging becomes increas- 
ingly important with self-service in drug and food 
stores.” 

To close his talk, Levy stressed the importance of 
packaging to our GI’s in Korea. “Nothing right 
now,” he said, “is so important to our boys in that 
tiny patch of land in south Korea as a package from 
home.” 


Joint Committee on Distributive Education 


Re-Elects E. J. McCoy Chairman 


J. McCoy, J. B. McCoy & Son, Inc., Canton, 
Ohio was re-elected chairman of the Joint Commit- 
tee on Distributive Education for the Confectionery 
Industry at its meeting September 27. Mr. McCoy, 
a candy wholesaler, is vice-president of the National 
Candy Wholesalers Association, Inc. 

The Committee voted to continue its sales train- 
ing program under the joint sponsorship of the 
National Confectioners’ Association, handling the 
administration and distribution of study materials, 
and the National Candy Wholesalers Association 
directing promotional activities. 

The Committee discussed at considerable length 
long range plans which includes ultimately the 
adaptation of training materials to visual media in- 
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cluding motion pictures and slide films. One such 
project scheduled for the future is a film to be 
shown to candy retailers on better selling and mer- 
chandising. A more immediate project which is 
expected to be prepared during the next 12 months 
is the preparation of retailer candy selling aids, sup- 
plementing Balanced Selling Study Unit No. 8 
which emphasizes the proper display of candy, 
profit aspects of candy and salesmanship of candy 
at the retail level. 

@ The Packaging Machinery Manufacturers Insti- 
tute, at its Annual meeting held at Hot Springs, 
Virginia, September 23-26, elected the following 
officers for the coming year: President, Boyd H. 
Redner, General Manager, Battle Creek Bread 
Wrapping Machine Company, Battle Creek, Michi- 
gan; First Vice President, Wilhelm B. Bronander, 
Jr.. Vice Pres. Scandia Manufacturing Company, 
North Arlington, New Jersey; Second Vice Presi- 
dent, G. Radcliffe Stevens, President, Elgin Manu- 
facturing Company, Elgin, Illinois. Industry mobil- 
ization plans for the packaging machinery industry 
were discussed in a half-day forum meeting con- 
ducted by the PMMI Mobilization Committee 
under the chairmanship of George A. Mohlman, 
Chairman of The Board, Package Machinery Co., 
and George W. von Hofe, President, New Jersey 
Machine Corporation. This Committee is serving 
as liason between PMMI and the various govern- 
ment agencies, and has been asked to study the 
packaging equipment requirements of the various 
procurement agencies and report to the member- 
ship. 


@ Mr. Alex Rudnick, President of Alexander Rud- 
nick & Son, announces that Mr. Vincent R. Tearle, 
formerly Vice President of Clear Pax, Inc., has 
been appointed Sales Manager of their transparent 
container division. Mr. Tearle is well known in the 
Confectionery trade for his accomplishments in 
package design. The appointment of Mr. Tearle 
marks the latest move in the expansion of Alexander 
Rudnick & Son’s sales staff. In his capacity of Sales 
Manager, he will supervise all sales in the eastern 
territory. 


®@ Paisley Products, Inc., announce a new and im- 
proved line of water-resistant resin adhesives to 
meet joint U. S. Army and Navy packaging speci- 
fications. These adhesives are being used both in 
military depots, arsenals, as well as by bid contrac- 
ters and vendors to the armed services who are 
required by the terms of their contracts to pack 
their product for export. 


© Superior Paper Products Company, Pittsburgh, 
Pa. is commemorating its 25th anniversary by 
publishing a colorful and interesting 23 page book- 
let, describing the development and progress dur- 
ing its quarter of a century of existence. Production 
processes are shown, new package designs are pic- 
tured and a colorful group of photographs pictori- 
ally accompany the written history. 


® Bakelite Division, Union Carbide and Carbon 
Corporation has just published A “Guide to Im- 
proved Packaging with Bakelite and Vinylite Plas- 
tics”. The booklet cites the advantages of using 
various forms of these materials twenty-one differ- 
ent ways in packaging and display. 
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CHICAGO 6, ILLINOIS 





The 
HOLM Zaghad Hiller 
gives continuous, trouble-free automatic weighing and filling, 
even on difficult products. Candies, whole or shelled nuts, 
macaroni and noodle specialties, hardware items like rivets, 
nuts, screws, etc.—in fact, practically any semi-free and 


many non-free-flowing materials can be handled fast, efficiently 
and accurately with the HOLM. 


This sturdy machine may be fed either by an independent supply 
hopper, or by conveying direct from ovens, inspection tables, 
etc. No small openings or obstructing parts to jam up—weighing 
accuracy and filling speed are not interfered with. Just turn on 
the HOLM and it sets a steady pace for production! 


For a low-cost solution to your difficult filling problem, send 
for full details on the HOLM at once! 


= SEND 4 
FOR 








ILLUSTRATED 
FOLDER ON 
MACHINES FOR: Wrapping . . Sheeting-Giui 


. » Bag Making . 
Bag or Carton Filling . . Bag Sealing {Automatic or Foot-Operated 
. - Heat Sealing {Hot Plates & Hand Irons) . . Sandwich Making 
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31-31 48th AVEN 


18 SOUTH CLINTON STREET UE 
LONG ISLAND-CITY 1, N. Y. 
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Drug Stores 
(Continued from page 41) 

with the average that year of 21.75c. 
As of the day he spoke, September 
27, 1950, the price was again 40c. 
Prospects for the future market 
hinges on three major contingencies, 
he pointed out. First was the political- 
labor sect up, second the swollen shoot 
disease which has been damaging 
crops, and third war phases. On a 
whole, he declared, the prospects in- 
dicated there is a record crop com- 
ing on, and Mr. Cummings felt there 
would be a bearish market resulting. 
Demand was increasing, he contin- 
ued, and he felt that within ten years 
the requirements for chocolate would 
be increased to 1,000,000 tons per 
annum. 

He predicted, too, a 10c market on 
bars, since a 5c market was hard to 
keep. 

Using an automatic cash register 
which rang with a resounding echo 
through the ballroom, Axel P. Gud- 
mand of Whelan Drug Stores, pointed 
out “117 Ways” of clinching sales. 
Freshness was paramount, and he 
said the greatest drawback to sales 
was the customer was not always as- 
sured of freshness when buying 
boxed chocolate. He urged code-dat- 
ing. Second, he stressed taking a 
mark-down, to clean out odds and 


ends. As to competition from super- 
markets, in so far as price was con- 
cerned, he stated that store location 
in conjunction with supermarket 
would have to determine the answer. 
There are two types of candy sales, 
he stated, those bought and those 
sold, but if each store increased its 
candy sales by $10.00 per day with 
a gross profit of 32%, that one store 
would have a gross profit increase 
from candy of $960.00 per year, and 
multiplying that by the number of 
stores in a chain would show a 
handsome return for the company 
by the end of a year. For instance 
with 400 stores in the chain, that 
gross profit increase would amount 
to $384,000 for the year. 


Afternoons were reserved for get- 
ting acquainted with the manufac- 
turers. 


In executive meeting during the 
conference, Marshall K. Wood of 
Gallaher Drug Company was ap- 
pointed president of ACDS for the 
coming year, and W. J. Hug, presi- 
dent of Sun Drug Company, was 
elected vice president. E. D. McDan- 
iel is executive secretary. 

Congratulations to the Associated 
Chain Drug Stores for a wonderful 
candy conference! Beautifully organ- 
ized, dramatically staged and pre- 
sented, and exceedingly informative! 
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CONVEYORS 


Corrigan bulk dry sugar handling and 
storage systems convey sugar from 
unloading point to storage and from 
storage to production. 


Improve production facilities 
Lower operatien costs 


J. C. CORRIGAN CO. INC. 


41 Norwood St., Boston 22, Mass. 
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STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 

Manufactured by 
The Standard Casing Co., Inc. 


121 Spring St., New York 12, N. Y. 








he 
Candy Guyer’ 1951 


EDITION DIRECTORY issue 


DISPLAY YOUR LINE 
in this proven advertising medium 


MAKE SURE 


9 South Clinton St., Chicago 6. Ill. 


CLOSING DATE: DECEMBER ist. 


The CANDY BUYERS’ DIRECTORY 


your company supplies us with information on your wholesale line, then back 
up advertising to keep the constant attention of buyers focused on your line. 


303 W. 42nd St., New York 18, N. Y. 
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Design, Too, 
Can Have Family Problems 


The Warfield Company, Chicago, products prior 
to 1950 had been packaged without too much stress 
on family resemblance. This firm during its 85 years 
of progress had added a host of products to those 
it originally produced. Each necessitated an in- 
dividual package and through the years new and 
altered designs added to the accumulation. Few had 
any family resemblance; some were two colors, 
some three, four or even five colors. Seldom were 
they printed in identical color combinations. Except 
for the name Warfield which was generally stand- 
ardized, the various packages had but slight 
similarity. 

Mr.*Reynold S. Smith, Jr., upon joining The 
Warfield Company as Assistant to the President, 
saw at once that a standardized package design was 
imperative. Mr. John D. Warfield, Jr., the firm’s 
progressive president, insisted on an immediate 
change over and Admakers, their advertising 
agency, was consulted. Mr. Paul B. Evans of that 
organization, working on the theory that to stop 
the eye is to start the sale, developed a functional 
design flexible enough to be reproduced in dozens 
of shapes and sizes on glass, litho plate, enameled 
label stock, box board, etc. While printing the 
packages of many items such as spice and extracts, 
slug changes have to be made. The patented 
Measure-Master spice can alone necessitate over 
sixty changes for names, ingredients, weights, etc. 
This was a major production problem in the print 
shop. 

How well these problems were surmounted is 
shown by the fact that in less than six months a 
thorough change-over was made. The eye-catching 
chocolate brown, white and red combination was 
completely tied-in on all Warfield products, busi- 
ness cards, window posters, magazine ads, trucks, 
stationery, etc. Any package on the shelf will al- 
ways be a reminder of others in the fine line of War- 
field Chocolate, Cocoa, Spice, Extract, Tea and 
Coffee. Due to this and other far sighted promo- 
tions, sales are exceeding a 34% increase over last 
year’s. 
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For Protection and 
Attractiveness - Ase 
SWEETONE Decopad Hearts 
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Low cost Sweetone Decopad Hearts 
give you two extras . . . they protect 
your candy . . . and add to the attrac- 
tiveness of your interior packaging. 


Write “Voday for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Shredded Papers Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 
Embossed Papers Die Cut Liners 


Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans and Los Angeles 
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THE RACINE DEPOSITOR 


FOR DEPOSITING OF ANY 
KIND - SIZE OR SHAPE 


The 
Famous 
Racine 
Depositor 


Both Models equipped with electric motors and variable speed controls, permitting 
inal or maxi preduction as desired. 





THIS RACINE DEPOSITOR IS PERFECT FOR BARS AND CAKES, 
CHOCOLATES, OR CREAMS, WITH OR WITHOUT CHOPPED NUTS 
OR FRUITS, ETC., CHOCOLATE STARS, KISSES, WAFERS, NONPAREILS, 
SMALL OR MIDGET BITS, AS WELL AS MARSHMALLOWS, GUMS, ETC. 
DEPOSITS CAN BE MADE IN ALL TYPES OF MOLDS, IN PAPER CUPS, 
OR DIRECT ON TRAYS, PLAQUES, POLISHED STEEL, OR RUBBER BELTS. 


1. It handles all sizes, :hapes and spacings. 


2. It operates without pumps (the only Depositor which does} 
providing absolute uniformity to size and weight. 


3. It is an INVESTMENT for PROFITS, because it saves waste, 


mess and troublesome operations. 


It costs you nothing to get full details and further particulars. INQUIRE TODAY. 


Racine Confectioners Machinery Co. 


Vacuum Candy Machinery Co. 


15 PARK ROW, NEW YORK 7, N. Y. 








Western Office and Factory: Racine, Wis.—Canadian Factory: Toronto—Eastern Factory: Harrison, N. J. 





—_—-— 
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candy making 


lor the beginner: 
Lesson | 


continued from October issue 


by ALFRED E, LEIGHTON 


Consulting Food Chemist & Candy Technologist 


a ALL CANDY making, and of all the raw materials used, 
no single item is of greater importance than sugar. 
Because ot this fact we must pause and consider a few 
of the characteristics of sugar that make it so important. 

Sweetness: First, among the substances possessing 
a clean sweet taste, that can be used in candy making to 
any appreciable extent, sugar (“Sucrose” as the chemist 
calls it) has the greatest sweetening ability. There are of 
course other substances that are sweeter than sugar— 
such as saccharine, (its use is only permitted in candies 
for diabetics) invert sugar, used in controlled amounts, 
and levulose, (known also as “Fructose”) which would 
only have a limited field of application were it freely 
available at reasonable cost—which it is not at present. 

Solubility: Secondly, sugar is capable of making solu- 
tions in water that are very concentrated—for example 
one part of water will hold two parts of sugar in solution 
when the water is at 68 degrees Fahrenheit (living room 
temperature). If the temperature of the water is in- 
creased to boiling, namely 212 degrees Fahrenheit, one 
part of water will hold nearly five parts of sugar in solu- 
tion. If we continue to increase the temperature of a sugar 
solution of such a concentration, by boiling off some of 
the water, we shall reach a point when at nearly 312 
degrees Fahrenheit, the boiling solution or syrup con- 
tains almost ninety eight parts of sugar, and two parts of 
water. 

Graining or Crystallising. Since increasing the tem- 
perature of the water has enabled it to dissolve more 
sugar—we could quite naturally expect the reverse to be 
equally true. As the temperature of a hot sugar solution, 
(one in which maximum amount of sugar has been dis- 
solved,) is permitted to fall or cool, the sugar that has 
dissolved as a result of heat application, will come out 
of solution and be deposited in the form of crystals (the 
candy maker calls it “Grains”.) It is this tendency of 
strong sugar solutions to form crystals or grain after 
heating and cooling, that makes sugar so useful in candy 
making, once the tendency to do so, is understood and 
controlled by the candy maker. Putting it another way 
for easy understanding: sugar solutions which have been 
induced to dissolve more sugar as a result of heating, 
than they are capable of holding at room temperatures. 
will always grain on cooling unless that tendency is held 
in check by suitable means. The very act of graining is 
one of throwing out the excess sugar which the solution 
cannot contain under the temperature conditions pre- 
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The MANUFAC- 
TURING CONFEC- 
TIONER publishes 
here the second in a 
series of 12 monthly 
articles on candy 
making for the be- 
ginner. The pub- 
lisher of the maga- 
zine feels these arti- 
cles will fill a gap 
existing in the con- 
fectionery world 
caused by the prev- 
alence of depart- 
mentalization in 
manufacturing op- 
erations. This has 
discouraged the all 
around candy maker to the point where as a crafts- 
man—he is a fast vanishing entity. The series is de- 
signed exclusively for the beginner to better his 
understanding of the function of ingredients and 
the “why’s” of candy making. The course has been 
prepared by Alfred Leighton, consulting food chem- 
ist and candy technologist. He is a well-known fig- 
ure in the confectionery field. 





vailing. This is an important fact and should be thor- 
oughly grasped and completely understood at the outset, 
for it is a clue and an explanation for much of what hap- 
pens, or can be made to happen in candy making. The 
candy maker who knows how to control “grain” and how 
to make his sugar behave under all circumstances, is a 
long way on the road that leads to satisfactory work and 
accomplishment in his field. 

How Grain is Controlled. “Cutting the grain” as it is 
sometimes referred to, consists of using certain substances 
which inhibit or slow up the tendency of the sugar to 
grain. These grain retarding substances are also known 
as “doctors”. They vary in nature and may consist of 
chemical materials such as food acids like acetic, (the 
acid of vinegar) citric acid (the acid of lemons) tartaric 
acid (acid found in grapes) and so on, chemicals with 
an acid character like cream of tartar, and even other 
sugar substances that do not crystallise readily or at all, 
such as invert sugar and corn syrup. These are among 
the most frequently used doctors, while there are still 
other substances, like butter, cream, milk solids, egg 
white, and edible gums that exert a grain cutting effect 
when incorporated in the formula of a batch of candy. 

Doctors: Their Nature, and How They Work. The 
various classes of “doctors” have advantages and dis- 
advantages. The chemical agents such as acids, and acid 
substances like cream of tartar, are powerful, and erratic 
to a certain extent. They do not always produce con- 
trollable results, with that degree of certainty which is a 
“must” where salable items have to be made. Mention 
has been made of invert sugar as being among the sub- 
stances that inhibit graining. So it is well at this point 
to discuss invert sugar in a few words, explain what it is, 
and how it is formed. 

Invert Sugar. When sugar (sucrose) is treated with 
chemical doctors, or even heated in solution, it breaks 
down to a greater or lesser degree (depending on the 
severity of the existing conditions) into two other sugars, 
namely Dextrose (also known as corn sugar) and Levu- 
lose (also known as fructose) in about equal amounts. 
This breaking down of sugar (sucrose) as a result of 
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applied heat or doctors is known as “inversion”, and the 
mixed sugars formed in the process as “invert sugar”. 
Invert sugar does not dry up, or crystallise readily—in 
fact it is more inclined to attract and hold water to itself 
than to do the reverse. Now when invert sugar is formed 
in a sucrose solution, regardless of the agent responsible 
for its formation, the invert sugar will not grain and will 
exist in the liquid form, so that whatever tendency the 
sucrose has towards graining, the liquid invert sugar 
which has been formed will separate the crystals, keep 
them apart, and exert a solvent action on them, thereby 
preventing the sugar mass from becoming a sugar solid 
mess. The use of heat as such, to form invert sugar and 
doctor a sugar boiling, would be excellent practice were 
it not for certain disadvantages such as uncontrollability 
of the amount of invert sugar formed in the process of 
boiling. This in turn is due to the varying conditions 
that operate in a plant procedure at any time, where 
identical conditions of operation are not always ob- 
tainable. Excessive amounts of invert sugar formed in 
sugar boilings, produce stickiness and off-color in the 
resultant products. Never-the-less, despite the difficulties 
enumerated, there are a few candy makers who have 
learned how to control their conditions to such a degree, 
that they can make ungrained hard candies just merely 
by relying on heat alone to form the necessary amount 
of invert sugar to doctor the mass. Another method used 
to some extent, but hardly appreciable, is to add a definite 
amount of standardised preparation of invert sugar to 
the batch, which together with that formed in boiling 
under regular conditions, suffices to doctor the boiling, 
and not be excessive. However, such procedures call for 
the exercise of skill and care on the part of the candy 
maker. In passing, when standardised invert sugar is 
named, reference ‘is made to commercial syrups mar- 
keted by sugar refiners. These standardised invert sugars 
are controlled carefully by the makers and contain speci- 
fied percentages of solids and of inversion, per unil 
weight of syrup. These standardised invert sugars are a 
great convenience to the user because he can be sur- 
of working with a syrup of known properties so far as 
content of solids and the degree of inversion of such 
solids are concerned. 

Doctor: Corn Syrup. is in a fair way of being the al- 
most universal “doctor” because of its characteristics 
which are: controllability, stability, taste acceptance, rela- 
tive miidness when compared with other doctors, and a 
small price advantage. What is corn syrup? Corn syrup, 
(sometimes, but erroneously called Glucose) is a heavy 
thick syrupy material, in the form that most candy 
makers use it. It is made by the processor of corn prod- 
ucts, by the action of acids on corn starch. While ther- 
are variations of this product made by combining several 
methods of processing—such combination methods yield 
different products from the confectioners corn syrup. 
unmixed, often marked “C.S.U.” for short. We shall 
concern ourselves only with what the confectioner uses 
most frequently, and to the greatest extent. The use of 
other and special types of corn syrup is beyond the 
scope and the need of the beginner, and for his need of 
understanding the fundamentals of candying. Corn syrup 
is a mixture of dextrose, maltose, certain other sugars. 
dextrin, (a kind of gummy substance) mineral matter. 
and water. The maker of corn syrups controls his prod- 
ucts and processes to such a degree that they do not vary 
to any appreciable extent, and the amounts of the indi- 
vidual constituents named, are reasonably uniform at all 
times—this is highly commendable from the user’s poini 
of view. 

The reasons for the near universality of corn syrup as 
a doctor, are found in the fact that chemical doctors are 


page 50 


much more potent and harder to handle: small amounts 
of chemical doctors even as little as fractions of an ounce, 
will produce many pounds of doctored sugar. An error 
in measuring a liquid acid, or a mistake in weighing a 
solid powder, can result in a spoiled batch of candy. 
Corn syrup on the other hand affords greater latitude in 
processing, because with it, up to 50% more or less, 
can be used in a formula when necessary. The material 
does not crystallise or grain, it does not change in proces- 
sing, it is stable, and when employed as part of the 
batch, we always know how much non-graining material 
we have in our mixture. Furthermore in regulated 
amounts, it is a candy ingredient in its own right—for 
it provides body and modified sweetness to the batch. It 
is not as sweet as sugar, but its lower value on the scale 
of sweetness serves a useful purpose in reducing the 
sweetness of mixtures that need it, and of which the 
consumer would soon tire of eating because of excessive 
sweetness., 

Water. As a candy ingredient, and the part it plays, is 
all too frequently overlooked or ignored by the candy 
maker. Let us at the outset of the course impress the 
beginner with the fact that water is an ingredient of 
nearly all candy, and as such it must be pure, clean in 
taste, free from odor, be colorless, be sparkling clear, 
soft, and not deposit any sediment on tis “at There are 
good reasons for all of the requirements specified, and a 
little thought on the subject will substantiate them indel- 
ibly in the mind of the student. Any impurity in the water 
is very likely to be noticed one way or another in the 
candy made with it. In commercial practice this is of 
outstanding importance. The underlying technical ex- 
planations are outside the scope of a course for begin- 
ners—never-the-less, the beginner should always be 
aware of the fact that water is an ingredient of candy, 
and ranks in importance with any other ingredient—it 
must therefore be pure! 

(To be Continued) 

Next installment will be devoted to practical exercise 

in sugar boiling. 


Conventions -- Meetings | 


Nov. 2—Instrument Society of America, Philadelphia section, symposium 
“Industrial Waste Disposal,” Hote] Bellevue-Stratford, Philadelphia. 


Nov. 12-15—National Automatic Merchund’s ne Assvuciation, annual 
convention and exhibit, Palmer House, Chicago. 


Nov. 16-17—Insurance buyers, American Mansagem.nt Assn., Hotel 
Drake, Chicago. 


Dec. 7-9—Western Confectionery Salesmen's Association, Convention 
Congress Hotel, Chicago. 


Jan. 15-18—2nd Plant Maintenance Show an: Confercnee, Aud :torium, 
Cleveland, Ohio. 


Jan. 21—Mid-Year Meeting, Associated Retail Confectioners, Commo- 
dore Hotel, New York City. 


Jan. 22-26—10th Heating and Ventilating Exposition, Commercial 
Museum, Philadelphia, Penna. 


Feb. 1951—Western Confectioners’ Meeting, Sen Francixco. 
Feb. 11-13—Nat'] Assn. of Variety stores, Muny Auditorium, Atlanta. 
Feb. 18—Nat’l Food Brokers Assn., Chicago. 


March 27-29—Dairy Manufacturers’ Conference, University of Wisconsin, 
College of Agriculture, Madison. Wis. 


April 17-20, 1951—Packaging Conference, American Management As- 
sociation, Auditorium, Atlantic City, N. J 


April 26-27—Fifth Annual Production Conference, AACT, Lehigh 
University, Lehigh, Penna. ’ 


April 30-May 4—American Material Handling Society, International 
Amphitheatre, Chicago. 


June 3-6—National Confectioners’ Association convention, Stevens Hotel, 
Chicago. 


June 7-9—National Candy Wholesalers Association Convention, Palmer 
‘ouse, Chicago. 


June 17—Institute of Food Technologists Meeting, New York City. 
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CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT 


400 W. Madison Street, Chicago 6, Ill. 99 Hudson Street, New York 13, N. Y. 


ONTARIO, CALIFORNIA 





USED BY LEADING CANDY MANUFACTURERS THROUGHOUT THE WORLD 
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Presenting = 


SAVAGE STANDARD REVOLVING PAN 
featuring TOTALLY ENCLOSED STAND 
STREAMLINED - SANITARY - SILENT 





The Savage Standard Revolving Pan now available with fabricated steel stand totally enclos- 
ing slow speed motor, roller chain drive and precision roller bearings. The pan can be sup- 
plied made of heavy copper, hammered for extreme hardness, either plain or with bumped-in 
ribs as illustrated. Stainless steel pans are also available in 38” size only, plain or with 
bumped-in ribs. 


Fabricated steel stand with only pan spider and pan itself exposed. 

Pan pitched for correct angle of revolution at maximum capacity—test load 300 lbs. 

Motor mounted on adjustable base for chain take up, if necessary. 

Electric switch located conveniently for operator. 

Easy access to motor and drive by means of large side door—no bolts or nuts to remove. 
Heavy duty precision roller bearings furnished for minimum power. 

Direct motor drive only. © Standard size 38" diameter, 33" deep, 24!/," diameter opening. 


Savage Standard Revolving Pans are the best for producing cream almonds, cream filberts, 
Boston baked beans, chocolate covered nuts, jelly beans. cinnamon imperials; also suitable 
for sugar coating or sanding work, toasting cocoanut and burnt peanuts and almonds. The 
plain pan fitted with burner or equipped with steam coil is commonly referred to as a gross- 
ing pan and the plain pan with ribs as a polishing pan. 





| INQUIRE ABOUT LABORATORY MODEL REVOLVING PAN FOR EXPERIMENTAL BATCHES | 


SAVAGE BROS. CO. 











M. A. SAVAGE, President R. J. SAVAGE JR., Vice-President 
2638 Gladys Avenue Chicago 12, Illinois ee 
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The MANUFACTURING CONFECTIONER'S 


Candy 
Clinic 








The Candy Clinic is conducted by one of the most experi- 
enced superintendents in the candy industry. Some samples 
represent a bona-fide purchase in the retail market. Other 
samples have been submitted by manufacturers desiring this 
impartial criticism of their candies, thus availing them- 
selves of this valuable service to our subscribers. Any one 
of these samples may be yours. This series of frank criti- 
cisms on well-known branded candies, together with the 
practical “prescriptions” of our clinical expert, are exclu- 
sive features of The MANUFACTURING CONFECTIONER. 


Cordial Cherries, Panned goods 


CODE 11A50 
Assorted Mints 
4 oz.—No price stated 

Sent in for analysis #4700 

Appearance of package: Good. 

Container: Cellulose bag printed in 
green and blue. Imprint of palm 
trees in green. 

Mints 
Colors: Good. 

Texture: Good. 
Flavors: See remarks. 

Remarks: A well made mint of this 
kind, but flavors are not strong 
enough. For this type of confection, 
good strong flavors improve the 
piece. 


CODE 11B50 
Peppermint Mints 
4 oz—No price stated 
Sent in for analysis #4701. 
Appearance of package: Good. 
Container: Cellulose bag printed in 
green and blue. Imprint of palm 
trees in green. 
Mints 
Color: Good. 
Texture: Good. 
Flavor: See remarks. 
Remarks: A well made mint but flavor 
is not strong enough. Suggest half 
again as much flavor be used. 





CODE 11C50 
Assorted Licorice Lozenges 
Y% lb.—25c 


Purchased in a drug store, Chicago. 

Ill. 

Appearance of package: Good. 

Size: Good. 

Container: Folding board printed in 
black, green and white. Imprint of 
Crinoline girl in colors. Cellulose 
window. 

Lozenges 
Colors: Good. 

Panning: Good. 

Finish: Good. 

Jacket: Good. 
Center: Good. 
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Flavor: Good. 
Remarks: Two best licorice lozenges 
we have examined this year. 





CODE 11D50 
Panned Coconut Creams 
3 0oz.—10c 
Purchased in a candy store, Chicago. 

Ill. 

Appearance of package: Good. 

Size: Good. 

Container: Folding box, white printed 
in blue and yellow. Small oval win- 
dow, overall cellulose wrapper. 

Creams 
Colors: Good. 

Panning: Good. 
Finish: Good. 


Jacket: Good 
Center: Good. 
Taste: Good. 
Remarks: The best panned coconut 
creams we have examined this year 





CODE 11E50 
Panned Chocolate Wafers 
1% ozs.—3 for 10c 


Purchased in a chain drug store, Chi- 
cago, Ill. 
Appearance of package: Good. 
Container: Glassine bag printed in 
dark brown and white 
Wafers 
Colors: Good. 
Jacket: Good. 
Panning: Good. 





Candy Clinic Schedule 
For The Year 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Chewy Candies: Caramels: Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 
APRIL—$1.00 and up Chocolates: Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 


JUNE—Marshmallows: Fudge 


JULY—Gums; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods; 5c Numbers 
OCTOBER—Salted Nuts: 10c-15c-25c Packages 
NOVEMBER—Cordial Cherries: Panned Goods: Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages. New Packages 








page 53 


Finish: Good. 
Center: Good. 

Remarks: The best wafers of this kind 
we have examined in some time. 
Well made and good eating. 


CODE 11F50 
Panned Licorice Pieces 
Y% lb.—25c 
Purchased in a drug store, Chicago, 

Til. 

Appearance of package: Good. 

Size: Good. 

Container: Folding board, top and side 
windows. Printed in pink, white 
and_ black. 

Licorice pieces: Pink and white. 
Colors: Good. 

Panning: Good. 
Finish: Fair—spotty. 
Jacket: Good. 
Center: Good. 
Licorice flavor: Good. 

Remarks: A good eating licorice piece. 
CODE 11G50 
Chocolate Coated Cherries 
Y% lb.—75c 

Purchased in a candy store, Chicago, 

Ill. 

Appearance of package: Good. 

Box: One layer type, printed in red 
and brown, imprint of cherry cluster 
in red and green. Paper wrapper 
printed in chartreuse and purple. 





Appearance of box on opening: Fair. 


A number of pieces were broken. 
Coating: Dark: Good. 
Center: 
Cordial: Good. 
Cherry: Good. 
Flavor: Fair. 
Remarks: Center lacked a_ cherry 
flavor. Suggest a good cherry flavor 
be added to the cream. 


CODE 11H50 
Chocolate Coated Cherries 
1 lb.—$1.00 


Purchased in a food store, Chicago, 

Ill. 

Appearance of package: Good. 

Box: Oblong shape, two layer type, 
white embossed paper, name in red. 
White paper wrapper tied with green 
grass ribbon. 

Appearance of box on opening: Good 

Coating: Dark: Good. 

Center 
Cordial: Good. 

Cherry: Good. 
Flavor: Fair. 

Remarks: One of the best cordial cher- 
ries we have examined this year. 
Suggest a good cherry flavor be used 
in the cream to improve flavor. 


CODE 11150 
Sticks Assorted 


8 oz.—No price stated 


Sent in for analysis #4702. 


Appearance of package: Good. 

Size: Good. 

Container: Cellulose bag printed in 
blue, and red. 

Sticks 
Colors: Good. 

Stripes: Fair. 
Texture: Good. 
Flavors: Poor. 

Remarks: Flavors are not up to the 
standard. Very weak and some we 
could not identify. The sample of 
peppermint sticks could stand a little 
stronger flavor. 


CODE 11J50 
Milk Chocolate Cordial Cherries 
1 Ib.—69c 


Purchased in a chain drug store, 
Chicago, III. 


Appearance of package: Good. 

Box: Two layer type printed in red, 
green and blue. Imprint of cherry 
cluster in red and green. Cellulose 
wrapper. 

Appearance of box on opening: Fair. 
A number of cherries were broken. 

Coating: Good. 

Center: 

Cordial: Good. 
Cherry: Good. 
Flavor: See remarks. 

Remarks: Suggest a good cherry 
flavor be used in cream as center 
lacked a good cherry flavor. 











MASTER 


FINE CHOCOLATE PRODUCED BY 
CRAFTSMEN 


pRCKENS 


QUALITY 


CHOCOLATE 





MERCKENS CHOCOLATE COMPANY, Inc. 
506-520 Seventh Street . 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 


Buffalo 1, New York 
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Quality plus eye-appeal bring 
repeats for Kresoe-Newark 


by CLARA BALDWIN 


The Manufacturing Conjectioner 


Gy: sound merchandising is the basis for operating 
the candy and delicacy department of the Kresge- 
Newark Store in Newark, New Jersey. Most of the lines 
carried by the department are exclusives in that territory 
or for department stores in the area. First and foremost, 
Mrs. Catherine Blodgett, buyer for the department since 
1939, selects her merchandise with extreme care. Each 
product must have quality, and second, but equally im- 
portant, it must have eye-appeal both from the stand- 
point of the merchandise itself and from that of the 
wrappings and packagings. 

Kresge-Newark’s Candy Cupboard carries the com- 
plete line of the Lovell and Covel candies, packaged as 
well as bulk, including such items as their fudge, pecan 
barks, caramels, bulk chocolates in milk and dark. The 
store finds that many customers have taken a fancy to 
some particular variety in a packaged assortment and will 
want more of that one item, so come in to buy a pound 
or a half a pound of say butter creams, which is a good 
seller at Kresge. In carrying the Lovell and Covel bulk 
items, the department avails itself of the manufacturer’s 
selection of folding boxes and ribbons for packaging 
customers’ orders in the Newark store. 

Kresge-Newark gives prominent display to the Candy 
Cupboard packages, and carries them in one, two, and 
three pound boxes. The other Lovell and Covel boxes, 
Country Scene Milk Chocolates and the newer Chocolate 
DeLuxe Masterpieces, are also given good spacings. 


Special Gift Packages A Specialty 

Following careful selection of merchandise is the ar- 
rangement of stock for greatest sales appeal. Mrs. Blod- 
gett’s assistant, Mrs. Bertha Coyle, an artist, handles that 
end of the business, as well as making fancy gift or spe- 
cial packages, and assortments. Over the years the de- 
partment has built up a good business on special gift 
packages, for which wicker hampers in all sizes as well 
as other packaging materials are purchased by the de- 
partment. Mrs. Coyle designs sample packages for dis- 
play purposes, particularly during the holiday seasons, 
and trains an assistant to handle the orders for those 
packages. Many of the Kresge-Newark customers are in 
the habit of phoning in for such and such an assortment 
to be delivered as a gift, realizing that the department 
will arrange a handsome package for them. 

As an overall picture, the department moves about 
an equal volume of bulk and packaged goods. with the 
packaged merchandise moving heavily during the holi- 
day seasons. 


Jams, Jellies and Cookies Also Featured 

The candy department carries exclusive lines of jams, 
jellies, and cookies as well as candies and nuts. 

Space for the department is arranged against the 
backwall display carrying the “Candy Cupboard” name 
in the patch-work letters, a repeat of the patch-work quilt 
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motif on the package design. Display cases take the bal- 
ance of that wall area, and the counters are showcases 
for displays both inside and on top. The department 
occupies a bay or U-shaped unit next to one street en- 
trance on the main floor and the adjoining area. A show 
case for juvenile novelties makes up the kiddies’ corner, 
just inside the entrance. A counter-base set into the U 
is the “pick-up table”. Kresge-Newark bags some bulk 
candies for quick sale on this pick up table. Also other 
special items are included for on-the-spot-sales. 


Children’s Candies Featured 


Two bases arranged end to end along the ¢enter aisle 
display feature lines. One nearest the entrance, kiddies’ 
corner, and main aisle, displays the Hopalong Cassidy 
lolly pops and saddle bags. Kresge’s were the first in 
Newark to break with those items, and are doing a nice 
job of them. 

Next in line is the Betty More pops’ display, which 
incidentally the department finds are going over with 
both adults as well as children. For example, Mrs. Blod- 
gett reports that recently two housewives stopped at the 
counter and began selecting two of thfs flavor, two of 
that, and so on. By the time they had selected something 
like twenty-four, Mrs. Blodgett said, “Wait, I'll get a 
box for you!” 

One of the customers laughed and said, “These are 
our television snacks. We've gotten so we just must have 
them while we watch the program!” 

A third and longer base, set in the aisle just beyond, 
houses the Goodman line of jams, jellies, and pickles, 
a tempting array which the customers can hardly resist! 

A three tier display base is used for special gift pack- 
ages and items. Kresge does a good volume of business 
on condolence packages, and keeps purple gift wrap- 
pings constantly in stock to fashion such packages. 

To a great extent, having its own artist, the candy di- 
vision handles its own displays, and works them out in 
cooperation with the store's display department. 

The candy department handles all its own stock, billing. 
and pricing functions, in order to expedite handling and 
get the stock moved promptly into refrigeration or proper 
storage. 

Usually the department consists of Mrs. Blodgett, Mrs. 
Coyle, four salesgirls, and a stock boy. During the busy 
seasons the sales force is stepped up to include ten or 
twelve salesgirls. 


Stock is Carefully Checked and Stored 


The stock boy on his regular duties, or any other 
member of the department who has occasion to go into 
the receiving room, always makes a check to see if any 
shipment has arrived for the candy department. If 
so, it is immediately transferred to the department's 
stock room, where it is checked in, priced, and sent to 
stock or storage according to its immediate scheduling. 
The department has its own electric marking machine 
for making price tickets. 

One part of the department’s stock room has been 
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insulated and converted into a cold room for holding 
perishable goods, making possible a fair sized inventory. 

The department breaks its year into two divisions, 
for record purposes, one from February through July, 
the second from August through January. Inventory is 
held under constant control, with a stock entry made 
each week. After the itemized entry is made in the led- 
ger for the stock on hand for the given week, Mrs. Blod- 
gett can see at a glance how the department stands on 
stock of a particular item from a particular manufac- 
turer. Should an order be necessary, she will insert the 
amounts opposite the inventory listing. 

Orders are made in triplicate form, one for the manu- 
facturer, one for billing, and one for the department 
files. On receipt of the goods, items are checked against 
those ordered, and when the order is completed, the 
department’s copy is moved into the inactive file. 

An index card is made for each manufacturer from 
whom the department orders stock, with a new card 
made each six-month period. On this card is listed or- 
der numbers, cost, extension, and retail prices of the 
various items purchased. Inventories are kept low 
through the summer, but extra stocks are added during 
the heavy season. 

There is a close harmony among the personnel of the 
department, a sort of family spirit. Mrs Blodgett and 
Mrs. Coyle both help wait on the trade, and that way 
keep in personal touch with what the customers are 
wanting and buying. (Note television item) 

The salesgirls wear uniforms and hairnets on the job. 
New uniforms are purchased every year. and the girls 
themselves select the color. This year the uniforms are 
blue. Last year they were coral. 


The Board of Health requires a health examination 
each six months. 

Mrs. Blodgett, who has been in the candy merchandis- 
ing business twenty years this September, received her 
background education toward quality merchandise, and 
now during the departmental meetings which are held 
each Wednesday morning, she keeps stressing trading 
up, encourages suggestions for further items, and the 
selling of better merchandise. 

Each year during October emphasis is placed on the 
store’s anniversary sale, a storewide event, with special 
items offered by the department. Sweetest Day is marked 
by posters furnished through the display department. 

Display makes up the posters for the candy depart- 
ment for all occasions, but generally uses the letterings 
which Mrs. Blodgett suggests, usually a repeat of the 
style and name of the manufacturer’s label on items 
being promoted. 

During the holiday, the candy department uses win- 
dow displays in the vestibule cases of the store. Also 
on occasion, it is given special advertising space. For 
the most part the candy division depends on repeat or- 
ders from customers who know that Kresge-Newark al- 
ways carries such an item! Like the hard candies kept 
continuously in a certain corner case, with a super but- 
terscotch ball, Kemp’s nuts, their exclusive parfait jel- 
lies which are a must, and Whitman chocolates which 
also are a must, and gift items such as the coffee items 
by Ann Raskas, who has added servers and demi-tasse 
cups, and the gift sets by Goodman Brothers of jellies. 
The list is extensive! 

It is interesting to note that at one time bulk hard 
candies were a seasonal item for Kresge-Newark, but 
now demand warrants them in stock the year round! 

Good, sound merchandising does it! 











Model E Automatic 
Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience plus auto- 
matic self-compensating clutch which 
takes care of the variation in batch 
temperature. 





Peerless Fondant Coolers: 

Werner Rapid Cooker & Cooler for syrups, blends 
etc. 

Peerless Chocolate Kettles 

Fondant Re-Melters: 
Marsh-Mallow Beaters, Single and Double Action 

Duplex Fondant Beater and Cooler, open type 
for Laboratory and retail use 

Little Wonder Chocolate Kettles, for Laboratory 
and retail use 

Little Wonder Sucker Machine, operated, for 
Laboratory and Retail use 

Depositors : 
Automatic Depositers and Printers 

The Boardless Automatie Depositor, printer and 
cleaner, without the use of starch trays 











There is no Substitute for Experience 


John Werner & Sons, Inc. 


713-729 Lake Ave., ROCHESTER 13, N. Y. 
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Mars New Retirement Plan 


Mars, Incorporated, Chicago, one of the country’s 
leading candy manufacturers, are announcing the recent 
approval by their Board of Directors of an improved 
retirement plan for the 1500 men and women employed 
by them at their factory and offices. 

The plan, which will become effective December 31, 
1950, will be financed through a trust fund established 
with the Northern Trust Company of Chicago. The em- 
ployees of Mars, Incorporated will contribute a percent- 
age of their earnings to this plan, and the company will 
assume the remainder of the cost, which their actuaries 
estimate will vary between two and three times the 
amount contributed by the employees. The company also 
assumes the cost of approximately 144 million dollars 
for past service liability. The company feels that by 
making this plan contributory on the part of the em- 
ployees, more benefits can be provided for them upon 
retirement. These benefits will be in addition to present 
Social Security benefits now in effect. 

The plan is established with such flexibility as to best 
meet the individual employee’s retirement needs, and 
contains disability and early retirement clauses. Ter- 
mination of a participant’s service with Mars, Incorpor- 
ated, for any reason before his retirement, entitles him 
to an amount equal to 150% of the contributions he has 
made to this plan. This feature is particularly attractive 
as a savings plan to their many women who may not 
intend to remain with the company until retirement. 

Employees become eligible to participate in this plan 
when they have completed two years of service with the 
company and attained 30 years of age. 

Retirement benefits will be based upon a percentage 


of employees’ earnings at the time of their retirement. 
Under this plan, a great many of Mars employees will 
draw well over $100 a month in addition to Social 
Security benefits. 





Leon Sweet, Founder of Sweet Candy 
Co., Observes Firm’s 50th Anniversary 


Mr. Sweet working 
at his desk as usual 
October 4th. 





Many guests honored him at the celebration in- 
cluding Utah’s governor J. Bracken Lee, Mayor 
Earl J. Glade of Salt Lake City. The party given 
at the Hotel Utah was a complete surprise. Mr. 
W. M. Cassidy, president of the Company, was 
toastmaster where employees, their families and 
candy friends had gathered to salute Leon Sweet. 


Happier Gum Candies! 


“wages” 
| Tig 





Gum candies are a mighty happy lot when made with 
General Mills’ B-2455 wheat starch! (What gum 
candy wouldn’t be proud to possess clear, tender, 
melt-in-the-mouth qualities?) 

In any case, you’ll be happy with these advantages 
reported by users of B-2455 wheat starch: increased 
yields up to 4%, longer shelf life, no sweat tendency, 
reduced need of flavoring materials. 

General Mills’ B-2455 wheat starch has a high 
water absorption and retention capacity. It is highly 
purified and modified. Thin-boiling. B-2455 has no 
cereal taste or odor. 

Make caramels, nougats? Use General Mills’ Paygel 
wheat starch (formerly A-22). Costs less than im- 
ported root starches—gives you superior products 
with less trouble. Chemically modified and highly 
purified, Paygel is thick-boiling starch produced under 
exacting laboratory controls. 

Free samples of Paygel and B-2455 wheat starches 
are yours for the writing—without obligation—to: 


General Mills, Inc. Chectal Commediities Division 


400 2nd Ave. So. 
Minneapolis 1, Minn. 


for November, 1950 


Room 2701, 80 Broad St. 
New York 4, N. Y. 


208 S. LaSalle St. 
Chicago 4, Ill. 
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WCSA Plans 36th Annual Convention 


The Convention Committee, headed by Syd Hoff- 
man, Jr., announces the following program for the 
36th Annual Convention of the Western Confection- 
ery Salesmen’s Association, to be held at the Con- 
gress Hotel, Chicago, December 7-8-9, 1950. 


Dec. 7—12:30 Noon—Opening Luncheon hon- 
oring 25-Year Club members; Busi- 
ness Meeting; Nomination of Officers. 

Dec. 8—12:30 Noon—Luncheon and Business 
Meeting. 

6:30 P.M.—36th Annual Stag Party 
for Manufacturers and Customers. 

Dec. 9—10:00 A.M.—Business Meeting and 
Installation of Officers. 

7:00 P.M.—Annual Banquet. 


Also, an attractive Ladies’ Program is being ar- 
ranged. 


Chicago Meeting of AACT November ist 


The Chicago group of the American Association 
of Candy Technologists will hold a meeting at the 
Furniture Club of America, on Thursday, November 
Ist. 

Mr. Norman W. Kempf, Director of Research, 
Walter Baker Chocolate & Cocoa Co. Dorchester, 
Mass. will speak on Chocolate and also will show 
motion pictures taken during his trip to inspect 
chocolate plantations. This meeting will be called 
by Dr. A. B. Cramer, Chairman of the Chicago 
group. New officers will be elected at this meeting. 

At the AACT meeting in New York on October 
3rd, the subject was “Production Probabilities” and 
talks were given by Dr. Leighton, Mr. Schiftner of 
Lofts and Mr. Ciconna of Charms Candy Co. The 
general theme of the meeting was the scarcity and 
high price of raw materials and ingredients. Meth- 
ods of checking ingredients were discussed as this 
will become more and more necessary as suppliers 
are liable to become lax due to the rush of getting 
material out. 


Another subject of prime importance discussed in 
New York was the use of substitute coatings and 
the cutting down of the high priced materials with- 
out ‘impairing the quality of the candy. Particularly 
in the boxed lines, it was mentioned that there will 
be more and more regular size pieces rather than 
miniature pieces because the large sizes take con- 
siderable less coating. Also there probably will be 
more creams in the assortments and fewer nuts and 
fruits. In this way the quality of the box can be 
kept at a high level and yet savings can be made 
on ingredient costs. The members gave a. vote of 
appreciation to John Clay, who has been acting 
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Simplify Operations and Insure 


Greater Perfection in Your 


Xmas Candies! 


VOORHEES 


RUBBER 
CANDY MOLDS 


Saves Time—Eliminates Waste 


Made of the purest live rubber, these 
molds are odorless and insure freedom 
from dust. They control moisture, and 
yield a better finished product. 


Voorhees Molds are manufactured in 
all standard patterns or your own pat- 
terns and brand markings will be made 
to your order. 


If your jobber cannot supply you, 
write for Folder M11 


VOORHEES 
RUBBER MFG. CO., INC. 
151 East 50th St. e@ New York 22, N. Y. 
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as their secretary. He has been called into the Army 
and will leave in a few weeks. 

Dr Crocker of Arthur D. Little Co. spoke to a 
joint meeting of the AACT and IFT at Drexel In- 
stitute of Technology in Philadelphia on September 
27. His subject was flavor evaluation and he cov- 
ered this both from the senses by which taste and 
flavor are perceived. He went on further to discuss 
certain flavors and how the different components 
of flavors can be combined to heighten the sense 
of enjoyment. He emphasized that the more senses 
that are included in the general tasting the higher 
the flavor appreciation will be. 

The most important thing to remember in the 
choice of flavor is that the customer dictates what 
is best and the experts merely try to attain and 
maintain this particular flavor. There are many 
experiences on record where the experts who 
thought they had the perfect flavor found that the 
customers had an entirely different idea on what 
the best flavor is. 

Dr. Crocker spoke before the AACT group in 
Soston on October 10 covering the same general 
subjects. 


NCWA To Form Committee 
To Consult With Government Agencies 


A Confectionery Wholesaler Advisory Commit- 
tee to represent the industry in consultation with 
government agencies on national emergency legis- 
lation was provided for by the Board of Directors 
of the National Candy Wholesalers Association, 
Inc., which met in Washington, D. C., Sept. 29- 
Oct. 1. The Defense Production Act which was 


passed in September provides for consultation with 
industry on any regulations issued under the Act 
and a statement to that fact included in the regula- 
tion (or the statement that if industry was not 
consulted, why not). 

Under the Defense Production Act, such a com- 
mittee representing the wholesale confectionery in- 
dustry should contain representatives of large, 
medium and small firms, representatives of various 
geographical areas, and NCWA members and non- 
members. 

Among the other actions taken, the Board voted 
for extension of its broad program of activities to 
include compilation of data to show the importance 
and essentiality of the candy wholesaler in wartime 
distribution. 

In regard to its research program, the Board 
voted to start inventory studies as a guide to whole- 
salers in their efforts to avoid losses from over- 
buying. The educational program of NCWA was 
further advanced with work ordered begun im- 
mediately on a campaign to enlist the aid of retail 
sales clerks in selling more candy. The Educational 
Committee took note of the recent drop in per 
capita consumption of candy and felt that emphasis 
on selling at the retail level was desirable. 


Capt. Hetter Addresses Pennsylvania 
Manufacturers Association 
The Pennsylvania Manufacturing Confectioners 
\ssociation held a meeting in Philadelphia Sept. 26. 
Capt. Frederick L. Hetter, deputy aviation supply 
officer and executive officer, Navy Aviation Supply 
Depot, Supply Corps., United States Navy, ex- 
pressed the opinion we cannot “be lulled into a sense 





Here’s how YOU can save 
time and money 


























The Currie Automatic Starch Tray Feeder is an indispensable 
ee! of any starch moulding operation. The labor costs saved 

y the use of this machine will pay for it within one and a 
half years. In addition there are many other features that 
make this machine outstanding: reduced tray breakage, and 
100°, sanitary handling. It can be used with any standard 
starch moulding system, and will fit into any production set 
up, with the use of dolly or lift trucks. For dependable, un- 
interrupted flow, this machine is a must. 


CURRIE MANUFACTURING CO. 


1837-43 W. GRAND AVE., CHICAGO 22, ILLINOIS 
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Capt. Frederick L. 
Hetter, executive of- 
ficer, Naval Avia- 
tion Supply Corp. 
receives congratu- 
lations and candy 
from Paul M. Beich, 
president, Paul F. 
Beich Co. and chair- 
man of the Council 
on Candy of the 
National Confec- 
tioners’ Assn., who 
was a guest at the 
meeting. 


of security by reason of our recent success in 
Korea”. 

“The philosophy of Communism calls for the 
erosion and breakdown of their prospective op- 
ponents” and “candy manufacturers must be ready 
for any emergency,” he declared, adding that “candy 
is an important combat food . . . used in all of our 
rations.” 

Captain Hetter said the Navy will double its 
candy requirements based on President Truman’s 
partial mobilization program. He also disclosed 
that in a newly developed emergency lifeboat ra- 
tion sugar, by weight, represents 68 per cent of 
the total ingredients used. 

“To meet the immediate Korean situation, the 
Navy’s Bureau of Supplies and Accounts bought 
one quarter million pounds of citric acid base, fruit- 
flavored hard candy to place in the emergency life 
rations needed. The special containers for these 
emergency rations being unavailable, five inch 


NUTRL-JEL 
CONFECTO-JEL 


CONCENTRATED APPLE JUICE 





thirty-eight ammunition containers took their place 
temporarily. Already these are in service in lifeboats 
and life rafts in the fleet. These rations are based on 
providing 700 calories twice a day to each man for 
a total of three days,” he explained. 

“As has been well demonstrated, we have little 
choice as to where we will do our fighting. It 
might be in the tropics and it might be in the arctic. 
The problems of these extreme temperatures apply 
to candies as well as tanks or aircraft. The con- 
fectioners of America must conduct a research pro- 
gram to develop methods or new candies to meet 
these problems. An airplane must be able to operate 
in high or low temperatures. Candy for the Armed 
Forces should be edible in high or low temperatures. 
Candies for the Armed Forces should have good 
storage qualities and should be in various sizes 
and shapes according to their uses. 

“Candies are excellent combat foods. They are 
needed in the rations because they are ready to eat 
as they come. They are a food of high caloric 
density. That is important in rations because we 
can pack a great number of calories into a rela- 
tively small space and weight. 

In closing, Captain Hetter suggested that con- 
sideration be given to the idea of tying pieces of 
candy to small balloons to be released in Western 
Europe and carried by air currents behind the Iron 
Curtain. Such an action, he pointed out, might 
help to get across the idea “to the everyday fellow 
in Asia... that we in America and in the free world 
are in truth ‘everyday-ish.’ Of course, every one of 
you knows how an attractive piece of candy excites 
children and even adults.” 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


Powdered 44¢/© Pectin 
tor CONFECTIONERS 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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Fanny Farmer Studio Opens 
At the formal opening of the 


| 
; | 
d g 
Fanny Farmer Studio at 900 | 
North Third Street, Minneapolis, | Oe (7 
on October 26, stockholders, | eee 


NEUTRALIZE YOUR 
DUTCH PROCESS 
COCOA and CHOCOLATE 
with 


gp 6 gotV4, 


friends, representatives of the 
press, Minneapolis and St. Paul 
officials and business men con- 
nected with the candy industry 
and with businesses supplying its 
raw materials saw one of the 
country’s unique and highly suc- 
cessful candy making operations. 
The spotless workroom in this 
remodeled Studio includes a sys- 
tem of air-conditioning by which 
temperatures and also the hu- 
midity of the rooms can be held 
at points most desirable for the | 
particular candies being made and 
the unusual ceramic tile walls and 
floors installed insure quick and 
efficient sanitation. 

Among the Fanny Farmer ex- | 
ecutives who participated in the | 
dedication ceremonies were John | 


i 
eh €:0-3-7 00 33 
D. Hayes, President and Chair- “A 
eee §$Carbonat e he DD 


President, H. Wallace Corbett, 
Treasurer, and J. F. Cronin, Vice- 


President and Manager of the | 
Minneapolis Studio. 
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When you neutralize your Dutch ), J 
Process Cocoa and Chocolate with i 

SOLVAY POTASSIUM CARBONATE—you 

Crest | get best results. This quality neutral- 

A. | izing agent helps you get that delec- 

: table Dutch Process flavor every time. 

Laboratories | Make sure you get SOLVAY lenuesiels 


Harold Crooks, Director CARBONATE. 








Available in the following forms: 
Dustless Calcined 99%-100% 
Hydrated 83%-85% e liquid 47% 


SOLVAY SALES DIVISION 


Allied Chemical & Dye Corporation 


MM 


Analysis of chocolate coatings 
and raw ingredients. 


Microscopic analysis of all con- 
fectionery products for foreign 


| Philadelphia » Pittsburgh + St. Louis - Syracuse 


matter. 40 Rector Street, New York 6, N. Y. , 
—————-BRANCH SALES OFFICES: ——————_ we x 
Crest Laborateries Beste « Chartette - -_, Chicago - Cincinnati - Cleveland ‘ 
40-20 Twenty Second St. De iow + New Orleans « New York —_— 
‘ . oon ge, 


Long Island City 1, N. Y. 
STillwell 4-4091 














wise around the table) are G. Lloyd Latten, Schutter Candy Div., 
Universal Match Corp., president, American Assn. of Candy 
Technologists: Dr. R. C. Hockett, Sugar Research Foundation: 
W. Tresper Clarke, Rockwood & Co., Assn. of Cocoa and Chocolate 
Manufacturers; E. W. Meyers, Hershey Chocolate Co.; John Krno, 
Corn Products Refining Co.; W. H. Haug, Mason, Au & Magen- 
heimer Conf. Mig. Co., NCA Research Committee: Harry Lustig. 
E tive S y. Assn. of Mirs. of Confectionery & Chocolate: 
NCA President Philip P. Gott; Charles R. Adelson, Delson Candy 
Co., NCA Director: Hans F. Dresel, Chairman, Pennsylvania Mirs. 
Confectioners Production Conference; C. R. Kroekel. Kroekel- 
Oetinger, Inc.. Penn. Mig. Conf. Research Committee; Dr. H. A. 
Neville, Director of Research, Lehigh University: Dr: E. H. Harvey, 
Illinois Institute of Technology, Norman F. Kennedy, Corn In- 
dustries Research Foundation; L. E. Studley, New England 











A coordinated program of production courses was discussed by 
representatives of candy and chocolate associations, supplier 
associations and educational institutions. Seated (counter clock- 


for November, 1950 


Confectionery Co., New England Mfg. Confectioners Assn.; Richard 
Linehan, Henry Heide, Inc.. NCA Research Committee; and 
James A. King, Nulomoline Div., American Molasses Co. 
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AMBROSIA CHOCOLATE COMPANY ¢ MILWAUKEE 


NEW REVOLVING PAN 








heavy gauge copper machine spun bow! 
convenient on-off switch with overload switch 
shaft mounted on self-aligning ball bearings 
stand enclosed, easily cleaned. Sanitary 
perfectly balanced for accurate operation 


CHOCOLATE SPRAYING CO., INC. 
2035-39 W. Grand Chicago 12, Ill. 
Rep. John Sheffman, 152 W. 42nd St., New York 18, N. Y. 
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Confectioners 
Briets 








First customer as 
Pusan Post Ex- 
change opens. Brig.- 
Gen. Crump Gar- 
vin, head of the 
Pusan, Korea, Log- 
istical Command, 
makes first pur- 
chase from Cheang- 
In-Hye. a Seoul 
refugee. 





Mr. J. A. Holzer, president of Sylvan Sweets 
Company, Easton, Penn., presented bonus checks 
to 75 employees at a company banquet recently. 
Mr. Holzer told his employees that the business 
of the company as well as numbers of employees 
and earnings has doubled each year since the firm 
has been in business. He pointed out that ten mil- 
lion packs of candy cigarettes were sold in 1949 
and he expects sales of twenty-five million packs 
in 1950. The company is now in the process of ad- 
ding new equipment to increase productive capacity. 


Fannie May Candy Shops, Chicago, is construc- 
ting an $80,000 addition atop its three story factory 
building. This will provide the firm with an addi- 
tional 10,000 square feet of floor space which will 
be used mainly for storage. 


The Bon-Ann Candy Company, New York, has 
opened the first of a chain of retail candy shops at 
99 Beekman Street. 


Mr. Theodore Stempfel, of E. J. Brach & Sons, 
Chicago, spoke before the annual Illinois Regional 
Credit Conference held in Chicago the week of Oc- 
tober 16th. 


Hershey Chocolate Corp., Hershey, Penn., has 
called for redemption on November 15, all outstand- 
ing shares of Series B 44% percent preferred stock 
at $51 a share, they announced recently. 


Mr. Neal V. Diller, Nutrine Candy Co., was one 
of the members of a wholesaler-manufacturer panel 
that took part in the program of the United States 
Wholesale Grocers’ Association meeting this fall 


L. Singer & Company, candy wholesalers, have 
moved to a one-story building at 34 Jones Street, 
Newark, N. J. 


Miss Violet Messerle of King Candy Company, 
Ft. Worth, Texas, has been written up as one of 
the few women candy technologists in the country. 
She holds a bachelor of science degree and got her 
first candy training at Lofts in New York. 
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New President for M&M, Ltd. 


John McNamara, vice 
president in charge of 
manufacturing of M&M, 
Ltd., Ine., candy manu- 
facturers of Newark, 
N. J., has been named 
president, it was an- 
nounced by Forrest 
Mars, chairman of the 
board. Charles White, 
vice president, is now 
also secretary in charge 
of sales advertising. 

M&M Limited, formed 
in 1941, specializes in 
only one type, a candy-coated milk chocolate pro- 
duced in various colors and sold in 5-cent bags, 7 
ounce bags and in bulk in syndicate stores. 

Mr. McNamara joined the company in 1944 as 
head of advertising and product development. Later, 
he served as vice president in charge of manufactur- 
ing. A graduate of the University of Iowa, Mr. 
McNamara received his Ph.D. from Purdue Uni- 
versity in 1941. 








George H. Williamson, Williamson Candy Co., 
Chicago, was the subject of a column in the Chi- 
cago Daily News recently. The columnist reviewed 
the beginning and rise of Oh Henry, with sales in 
January 1921 $18,000 to an estimated sales of $11,- 
000,000 in 1950. 


Wm. Wrigley Jr. Co., Chicago, recently an- 


nounced they will build a $3,000,000 chewing gum 
plant in Santa Cruz, California. Construction will 
start in the early summer of 1951. The plant will 
produce $8,000,000 worth of chewing gum a year, 
and will have an annual pay roll of $1,250,000 and 
300 employees. 


Samuel Kostick, director of store operations for 
the Loft Candy Shops, New York, will conduct 
evening courses in personnel management and ex- 
ecutive controls, and sales promotion at Hofstra 
College and Pace College, New York this fall. 


“Nickel” Bars was the heading for a column 
about the candy bar situation in a recent issue of 
Wall Street Journal, New York. 


Spangler Candy Co., Bryan, Ohio, has appointed 
James A. Patterson Co. ‘of Kenilworth, Illinois, to 
represent them in the Chicago metropolitan area. 
Mr. Patterson has been handling their lines in Wis- 
consin, Iowa, Missouri, and Illinois. 


Curtiss Candy Company’s famous Six-Pony Hitch 
has been crowned national champions for their vic- 
tories at the Los Angeles County Fair. 


Bunte Brothers, Chicago, has appointed Richard 
H. Reinhard, Southeastern Division Sales Man- 
ager. Mr. Reinhard is well known in candy circles, 
having been identified with the candy business since 
the middle 20's, selling both to the retail and the 
wholesale trade. 

Rodway Sales Corp., New York, has been ap- 
pointed agents for Mason, Au & Magenheimer, 
Inc., in the metropolitan area. 
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Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 
whitening the Fondant. 


Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 
maximum. 


Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 





, ee » fs - 


pO gees mp acy rec en Y won 


“When your for- 
mula’ includes 
corn syrup! 


For smooth, white 
fendant that is uni- 
| formly tender 


MUST 


Peerless Fondant Coolers: 
Werner Rapid Cooker & Cooler for syrups, blends etc. 
Peerless Chocolate Kettles 
Fondant Re-Melters: 
Marsh-Mallow Beaters, Single and Double Action 
Duplex Fondant Feater and Cooler, open style for Laboratory 
and retail use 
Little Wonder Chocolate Kettles, for Laboratory and retail 





use 

Little Wonder Sucker Machine, operated, for Laboratery and 
Retail use 

Depositors : 
Automatic Depositers and Printers 

The Boardiess Automatic Depositor, printer and cleaner, 
without the use of starch trays 











JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


Rochester 13, N. Y. 
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- «+ if you use 
Wm. A. Camp 
select nuts in your 
confectionery 


Don’t jeopardize the high quality 
reputation of your product with 
inferior quality nuts. The name 
“Camp” has stood for the highest 
quality standards in nuts for the 
confectioner for over 50 years. 


Domestic relate | 
Imported 
Shelled Nuts 


Almonds 
Brazils 
Cashews 
Filberts 
Pecans 
Walnuts 


Price lists available on request. 


WM. A. CAMP CO., INC. 
100 Hudson Street, New York 13, N. Y. 








Spring Water White 
Absolute Purity and 
Clarity ... Has Snap, Sparkle 


THE HUBINGER G0,, coats we ev. 00 
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Supply Field News 





@ Magnus, Mabee & Reynard, Inc., New York, 
have appointed M. Stanley Barker, assistant Vice- 
President, as Field Sales Supervisor for Metro- 
politan New York, New Jersey and Connecticut. 
Mr. Barker joined MM&R in 1922 and was named 
assistant Vice-President of the company in 1949. 


@ Felton Chemical Company, Inc., Brooklyn has 
recently opened a new office and salesroom in Dai- 
las, Texas. Herbert D. Berger, who has served as 
field representative for the company is head of the 
new office. Frank Brumburgh, Sales Manager of 
Felton made the announcement. 


@® New York Cocoa Exchange, Inc., New York, 
elected Samuel Y. Coyne as president, John J. 
Plough as vice-president, William J. Kibbe as treas- 
urer. Cocoa donated by the members, actual value 
$70, was auctioned off with the double purpose of 
marking the twenty-fifth anniversary of the ex- 
change, and aiding a campaign to raise money for 
voluntary hospitals in New York. The Hershey 
Chocolate Corp. got the cocoa with an offer for 
$1,000. 





Dodge & Olcott, Inc. Adopts New Package 


Dodge & Ol- 
cott, Inc. has 
adopted a new, 
restyled, mod- 
ern amber bot- 
tle with a new 
easy-to-read at- 
tractive label. 
Shipping car- 
tons also have 
been complete- 
ly redesigned 
to provide 
greater protec- 
tion, lower 
shipping costs 
and greater 
convenience for 
handling and 
warehousing. 

The new 
D&O bottle re- 
quires iess shelf 
space with a 
pour-clean lip 
that will not drip assuring neater work and more 
accurate measuring. A new easy-to-grip plastic 
screw cap with its protective liner permits frequent 
handling of the same bottle and provides complete 
protection of the contents. The amber glass pro- 
vides greater protection for the contents against 
destructive sunlight. The new label clearly identi- 
fies the contents and the supplier. 
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A new machine has been developed by The Chocolate Spraying 

Company for steam crystalizing. This machine, The Latini Con- 

tinuous Steam Crystalizer, is to be used on Gums, Jellies, French 

Creams, Jap Coconut, and other similar candies to steam the prod- 

uct bringing out the sugar brilliancy and for forming a protective 

film on the candy. It will handle the complete output of any 
starch machine. 


@ Clinton Foods, Inc. have appointed R. C. Rau 
as general sales manager of the Southern Division 
with headquarters in Atlanta. Mr. Rau has been 
with Clinton Foods since 1940 and has been cover- 
ing the Southern territory for the Company. Walter 
F. Jackson of San Francisco has been named as gen- 
eral sales manager of the Western Division of the 
Company. Both of these appointments are in line 
with the Company’s recent announcement of creat- 
ing appropriate divisions in the national selling or- 
ganization for the purpose of bringing company 
management closer to its salesmen and customers, 
according to Carl Whitman, Clinton’s Vice Presi- 
dent in charge of sales. 

Six scholarships for study in horticulture have 
been made available to University of Florida stu- 
dents. The scholarships were offered to the Uni- 
versity by Charles W. Metcalf, president of Clinton 
Foods Inc. Whereas the lowa State scholarships, 
which have been offered for some years, are in the 
field of science, the Florida scholarships are offered 
in horticulture under which citrus specialization 
courses are available. 


® Swift Canadian Co., Ltd., Toronto, has opened 
a new adhesive producing plant in West Minster 
to serve British Columbia. 


® Durkee Famous Foods, Cleveland, have an- 
nounced the appointment of Henry C. Wood as 
sales manager of the institutions division. He will 
continue to serve as sales manager of Durkee’s 
Bulk Spice Division. Mr. Wood was formerly sales 
manager for Joseph Burnett Company. 


Starch Trays 

®@ At their best! 
© At lowest prices! 
Masonite and Solid Wood Tongue¢ 

and Grooved Glued Bottoms [| 
Nailed—Cement Coated Drive © 
Screws—Lock Corner and Water- 
proof Glued Hard and Soft Woods 


also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 
Mould Boards 
And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAYWOOD MFG. CO., INC. 


11-13 Sterling Pi. Brooklyn 17, N.Y. NE 8-9832 
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HOOTON 
CHOCOLATE 
COATINGS 


HOOTON 
CHOCOLATE 
COMPANY 

NEWARK 7, 
NEW JERSEY 


PECANS »/ Gaby 


R_E.Funsten Co. 
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Imitation 


TRUTASTE FLAVORS 
ARE THE SOLUTION 


Write for information 


NEUMANN-BUSLEE . WOLFE 


Lie 
226 W.Huron St. 


Chicago 10, Iii. 

















top quality products 
from the laboratories 


of George Lueders 


eitrus oils 


(for Hard Candy and Fondant Specialties) 
¢ LIME EXPRESSED U.S.A. XiIll 
* LIME EXPRESSED 
* ORANGE EXPRESSED U.S.A. XIII 


flavors... 


* PINEAPPLE 555 
* RASPBERRY 425 
* STRAWBERRY FRAGARIA 


Write for Sample 
Established Since 1885 


George Lueders & Co. 


427 Washington St. New York 13, N. Y. 


Chicago © San Francisco « Montreal ¢ Philadelphia 
Toronto « Winnipeg « Wisconsin 


Trade Practice Commission of Pennsylvania have 
announced that Pennsylvania wholesalers are tak- 
ing advantage of the State Fair Trade Laws at the 
retail level. Retailers are permitted to sell at prices 
above the minimum but not below. This Act does 
not set the price, but does establish the minimum 
resale price, according to the announcement. 


@ George Gelman, formerly Technical Director of 
the Quartermaster Food and Container Institute 
for the Armed Forces. has resigned and is now 
Vice-President of the Vico Products Company of 
Chicago. 

@ Lamborn & Co., Inc., sugar brokers, reports that 
sugar hoarding, which was so rampant at the retail 
level during July and August, has completely 
stopped. The company further stated that retail 
stores have adequate supplies of sugar and that 
many are over stocked. 


eG.M.B. Ma- 
chinery Mfg. Co. 
Inc., has appoint- 
ed John Sheffman, 
New York, sole 
national repre- 
sentative. GMB 
Candy Cutter was 
the first machine 
offered by the 
company. It is de- 
signed for speedy, 
accurate and sani- 
tary cutting of 
such candies as 
fudges, marshmal- 
lows, jellies, choc- 
olate pastes and 
similar types of 
candies. A feature 
of the Cutter is it 
is easy to disman- 
tle quickly for 
cleaning and 
changing sizes. 





@ P.R. Dreyer Inc., New York, have announced 
the appointment of Frank R. Steele as special sales 
representative in Chicago and surrounding territory. 
Mr. Steele has been associated with the essential oil 
industry for many years. William H. Schutte Co. 
of Chicago has represented the company for twenty- 
five years but due to pressure in other fields is no 
longer their representative. 
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ECONOMY 
EQUIPMENT 


For 
CANDY and BISCUIT 
PLANTS 


BELTURNS for convey- 
ing around a turn with- 
out bunching. 


@ LUSTR-KOOLD chocolate, @ MISC. ITEMS: Packing Tables; 
skinning and sandwich Variable Drives; Stainless Steel 
cooling tunnels and con- Hot and Cold Slabs; Stainless 
veyors. Trucks, Pans and Racks. 


Also Special Equipment Made to Your Requirements. 


ECONOMY EQUIPMENT COMPANY 


4800 S. Hoyne Ave. Chicago 9, Illinois 
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e A. E. Staley Manufacturing Company, Decatur, 
Ill. has announced the appointment of Harry 
Walmsley, formerly production superintendent, 
plant superintendent. Mr. Louis E. Doxsie, who 
has been with the company since 1933, is now pro- 
duction superintendent. For the second time in 
three years, the 1949 annual report of the company 
was ranked best in the Milling Industry by the 
Financial World magazine’s survey of annual re- 
ports. 


@ Franklin Baker Division of General Foods, an- 
nounce the appointment of Graham T. Brown as as- 
sistant manager of industrial sales. Mr. Brown was 
formerly Pacific Division manager. John I. Mac- 
Donald, former Atlantic Division manager suc- 
ceeds Mr. Brown. George W. McCullum, manager 
of the Metropolitan Division, is also given charge 
of the Atlantic Division. Allen J. Post will traiasfer 
from Chicago to the Philadelphia office. 


@ Borden’s Soy Processing Company, New York, 
has appointed Arthur C. Smith as administrative 
assistant to Edward M. O'Connor, general manager. 
Mr. Smith comes to Borden’s from Archer-Daniels- 
Midland Co. with long experience in soy sales and 
purchases. 


@ California Chemical Corp., a subsidiary of Flo- 
rasynth Laboratories, has appointed Merritt V. 
Eusey Vice-President. Mr. Eusey joined Flora- 
synth Laboratories in 1943 as generaal manager o/ 
their pacific Coast operations. 


@ Preferred Milk Products, Inc., New York, have 
announced the removal of its offices to 818 Uni- 
versity Building, Syracuse 2, N. Y. 
























Standard 


Model 


THE INSTANT and CONTINUOUS FONDANT MACHINE 
STILL LEADS THE FIELD 


PRODUCING THE BEST QUALITY 
FONDANT — WITH GREATER 
EFFICIENCY AND MORE ECONOMY 
Write For Fall Information 


CONFECTION MACHINE SALES CO. 


37 West Van Buren St. Chicago, Ill. 
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LATINI Conlinninns 
DIE POP MACHINE 
| a 





— 


high speed production 

controlied weight & size of pops 
interchangeable dies 

guaranteed performance 
economical operation 


CHOCOLATE SPRAYING CO., INC. 
2035-39 W. GRAND CHICAGO 12, ILL. 


Improve 
Operation of 


Air Conditioning Units 


OONER or later, slime forms in make-up water of 

evaporative coolers and condensers. When this hap- 
pens spray jets and lines become clogged. Equipment 
ceases to operate efficiently or economically. Your best 
bet to fight slime and side-step trouble is periodically 
to treat water with Oakite Sanitizer No. 1. This new 
germicidal agent destroys bacterial organisms and pre- 
vents troublesome slime growth. 

















FREE—20 page Booklet contains valuable information 
outlining the best ways to fight slime and lime scale. 
Tells how to maintain air conditioning and refrigerating 
equipment for peak performance at lowest cost. Send 
for Booklet F-738%. No obligation. Oakite Products 
Inc., 36C Thames St., New York 6, N. Y. 
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OAKITE 
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COATINGS 
LIQUORS 
COCOAS 


LAMONT, CORLISS & CO. 


60 Hudson St., New York 13, N. Y. 







Branches in Principal Cities 








NU-KREME—Grade A of all Nou- 
gat Creams. 


SIPPING PIECES—Molasses Honey- 
comb Chips, Peanut Butter 
Chips, Toasted Cocoanut Chips, 
Chocolate Center Chips, Almond 
Butter Sticks, Mint Pillows and 
Peanut Butter Pillows. 


BURCO NOUGAT CREME—The All! 
Purpose Nougat Cream. 


TOPPINGS—Marshmallow, Butter- 
scotch, Caramel and Chocolate 
Fudge. 


317 W. HUBBARD STREET 





BURCO Products ... "BEST by TEST" 


CONFECTIONERS PECTIN—For 
Cut Slab Jellies. 

NU-MILK—Whole Milk in Plastic 
form for Caramels and Fudges. 

FRESH COCOANUT PASTE— 
Ready to use for Chocolate or 
Bon Bon Centers. 


PECTOLENE—A Pectinized Invert 
Sugar Product. 


CENTER-ROLL KREME—for Soff- 
flowing Creams. 


KREME-TEX—For Creamy Fudge 
and Caramels. 


Formula Book ‘'Recipes for Better Candies"' sent with initial order 


BURKE PRODUCTS CoO., INC. 


CHICAGO 10, ILLINOIS 
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@ Fritzsche Brothers, Inc., New York, has moved 
its San Francisco office to 681 Market Street. John 
T. Brickner is resident manager of this branch, 
Stocks are carried in Los Angeles. 

Dr. Ernest Guenther, Vice President and Tech- 
nical Director, has been invited by Oficina Con- 
trolador de Aceites Esenciales, the government 
controlled cooperative embracing all of the essential 
oil producing operations in Guatemala, to attend 
the opening of their laboratory building as their 
guest of honor. Dr. Guenther’s 4th volume of his 
work on “The Essential Oils” was released in Oc- 
tober. 


@ California Fruit Growers Exchange, Ontario, 
California, has bought the exclusive rights to the 
trademark “Sunkist” from the California Packing 
Corp. for a reported $1,250,000. 


The Cook Chocolate Company, Chicago, had ap- 
pointed Murray-Allen Company, New York, to 
represent it in metropolitan New York. It has also 
appointed Elco Food Sales Co., Birmingham, Ala., 
as its representative in northern Alabama. 


@ George Lueders & Co., welcomed Mr. Joseph 
Russo into their Veteran’s Organization. Mr. Russo 
is employed in the Brooklyn factory of the company. 
He is the forty-fifth member of this group. 


Hershey Chocolate Company, Hershey, Penn., 
has appointed Harry A. Blades, Inc., New York, as 
distributor in New York City. The Blades Com- 
pany formerly only warehoused the Hershey prod- 
ucts. 


STATEMENT OF OWNERSHIP, MANAGEMENT 
CIRCULATION, ETC. 
Required by the Act of Congress of March 3, 1933, of The Manufactur- 
ing Confectioner, published monthly at Pontiac, Illinois, fer 
October 1, 1950. 


State of Illinois, County of Cook, ss. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Mrs. Earl R. Allured, who, having been duly 
sworn according to law, deposes and says that she is the Publisher 
of The Manufacturing Confectioner, and that the following is, to the 
best of her knowledge and belief, a true statment of the ownership, 
management (and if a daily paper, the circulation), etc., of the afore- 
said publication for the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws and Regulations, printed on the 
reverse of this form, to wit: 

i. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: 

Publisher—Mrs. Earl Allured, 9 S. Clinton St., Chicago 6, IIl. 

Editor—Mrs. Earl Allured, 9 S. Clinton St., Chicago, Illinois. 

Business Manager—Mrs. Earl R. Allured, 9 S. Clinton St., Chicago, 
Illinois. 

2. That the owner is: (If owned by a corporation, its name and 
address must be stated and also immediately thereunder the names 
and addresses of stockholders owning or holding one per cent or more 
of total amount of stock. If not owned by a corporation, the names 
and addresses of the individual owners must be given. If owned by a 
firm, company, or other unincorporated concern, its name and ad- 
dress, as well as those of each individual member, must be given.) 
The Manufacturing Confectioner Publ. Co., Mrs. Earl R. Allured, 
on W. Allured, Stanley E. Allured, Allen R. Allured, 9 S. Clinton 

, Chicago 6, Illinois. 

= That the known bondholders, mortgages, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: (if there are none, so state.) 
None. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company but also, in cases where the stockholder or se- 
curity holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corpora- 
tion for whom such trustee is acting, is given; also that the said 
two paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of the 
company as trustees, hold stock and securities in a capacity other 
than that of a bonafide owner; and this affiant has no reason to be- 
lieve that any other persons, association, or corporation has any inter- 
est direct or indirect in the said stock, bonds, or other securities than 


as so stated by him. 
MRS. EARL R. ALLURED, Publisher. 


Sworn to and subscribed before me ~* 20th day of September, 1950. 
(Seal) B. E. Walker, Notary Public. 


(My commission expires March 3, 1953) 
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New England States New England States (cont'd) 


So. Atiantic States (cont'd) 





East No.Central States ({ contd.) 





JESSE C. LESSE CO. 
Confectionery | 


BLOME BROKERAGE Co. 
601 Chumleigh Rd. 
BALTIMORE 12, MARYLAND 


Candy & Novelties 
Covering Wholesale Grocers, 
Candy & Tobacco jobbers, & chains 
Terr: Maryland, Virginia, Delaware 
and District of Columbia 


Office and Sales Room 
161 Massachusetts Ave. 


BOSTON 15, MASS. 
Territory: New England 








Middle Atlantic States 





South Atlantic States 





1018 Monsey Avenue 
SCRANTON 98, PENN. 
Phone 2-8658 
Concentrated coverage of the 
candy and food trade in N. E.| 

Penna. “The Anthracite” 


JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 


ATLANTA 3, GEORGIA 
Terr.: Ga., Ala., and Fla. 


JAMES A BRADY CO. | 
| 


WALTER C. McGILL & CO. 
} Box 912, Lynchburg, Va. 
| Terr: Virginia, No. & So. Carolina 





ARKANS & ROACH 
607 Drexel Bldg. 
PHILADELPHIA 6, PENN. 
Specializing—Food Trade, Chains 
Super Markets 
Terr: Philadelphia & Eastern Penn. 





ROBERT L. MITCHELL, JR. & CO. 
1221—12th Avenue 
HICKORY, NO. CAR. 
Manufacturers’ Representative 
Candy & Specialty Items 
Terr: North & South Carolina 








THOMAS M. BRATTON & CO. 
220 Delaware Ave. 
BUFFALO, NEW YORK 
New York State 
Candy & confections 





Covers A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 
Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 








ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bids. 
PITTSBURGH 22, PA. 





WM. E. HARRELSON 


Cover conf. & groc. jobbers, chains, Manufacturers’ Representatives 
dept. stores, food distrs. | $308 Tuckahoe Ave.—Phone 44280 
W. Pa., W. Va., & E. Ohio RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 








| 
CARL H. HUNSICKER ROY E. RANDALL CO. 
6261 Magnolia St. ey ET” Repensentative 
PHILAD . PENN. a Cree 
SEA 4. F COLUMBIA 1, SO. CAROLINA 
Candy Broker covering | Terr.: No. & So. Carolina. 
Philadelphia, Baltimore, Md. Over 25 years in area 








Washington, D. C. | 





BUSKELL BROKERAGE CO. 
1135 East Front Street 
RICHLANDS, VA. 
Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky } 


| 
JACK HAAZ 

6430 No. Broad St.—Li. 8-5873 | 
PHILADELPHIA 26, PENN. /T 


Terr: Eastern Penn. 





W. M. (BILL) WALLACE 
HERBERT M. SMITH | , Gandy and §: poms, 
109-17 110th St.—Virginia 3-8847 | 
OZONE PARK 16, NEW YORE | 
Terr.: New York State 


P. O. Box W2-iil he 
DECATUR, GEORGIA 
Terr.: Ga. & Fia. 
Thorough Coverage 








IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 


Terr.: Pennsylvania, excluding 
city of Philadelphia 


JOHN T. SOX CO. 
Box 605 


COLUMBIA, &. C. 
Manufacturer’s Representatives 
Have been representative for 17 
years in the states of South end 
North Carolina 








HUBERT BROKERAGE CO. 


Candy and Allied Lines 
3 Salesmen 
Offices & Display Rooms 
210-211 Candler Bldg. 
ATLANTA. GEORGIA 
Florida, Georgia and Ala- 
bama for 20 years 


Terr.: 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAROLINA 
Terr: Virginia, N. Carolina, 
S. Carolina 





East No. Central States 





G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 


Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





JOHN E. SMITH 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 


INDIANAPOLIS 2, INDIANA 


Thorough Coverage Indiana Jobbers 
Chain Store Merchandising 
Our Specialty 





ROGER ETTLINGER 
Phone Townsend 8-5319 
16525 Woodward Ave. 
DETROIT 3, MICHIGAN 
Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always 
—And All Ways” 
Terr.: Michigan, Estab. Since 1932 


BERNARD B. HIRSCH 
1012 N. 3rd St. 


MILWAUKEE 3, WISCONSIN 


Terr.: Wie, Ste Ill. (excluding Chi- 


cago) ch. (Upper Penn.) 





| 







































ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 

14, OHIO 

Ohio. Member Nat'l, 
Salesmen Ass'n. 

Buckeye Candy Club 


Terr.: Conf. 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





East So. Central States 





BR. HENRY TAYLOR 
Candy Broker 
Box 1456—Phone 4-2763 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





A. C. BURNETT COMPANY 
Candy Brokers 
4806 Rossville Blvd. 
CHATTANOOGA, TENN. 
A crack team of six Southern sales- 
men. Ky., Tenn., Miss., Ala., Fia., 
Ga., S. C., N. C., Va., W. Va. 
If it will sell in Dixie—we can sell it. 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
FRANELIN, TENNESSEE 


Established 1924 
Territory: Tenn., Ky., and W. Va. 


3 Salesmen covering territory 





HURD-MORELAND CO. 
Moreland, Kentucky 


Sales Representation Candy bars, 
Specialties 
Kentucky, East 


Terr: Tennessee 





West No. Central States 





HARRY KISSENGER 
Canay—iNoveiues—Specialties 
3846 McCormick Ave. 
Phone Brookfield 9691 
Chicago suburb 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 
We specialize in cigars, candies 
specialties and novelties 





H. K, BEALL & CO. 
308 W. Washington St. 
CHICAGO 6, ILLINOIS 


Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
Wisconsin 


25 years in the Candy Business 












BUHRER BROKERAGE CO. 
Candy Manufacturers’ Sales Agents 
819 W. Third St. 


DAVENPORT, IOWA 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 Slst Ave. So. 
MINNEAPOLIS 17, Minn. YT 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 





GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 


We specialize in candy and 
novelties. 
Terr.: Mo., Iil., 









and Kan. 
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W.No. Central States (cont'd) 


Mountain States (cont'd) 


Pacific States 


Pacific States (cont'd) 





O. W. TAYLOR BROKERAGE CO. 
McGREGOR, IOWA 


Cover confectionery & grocery 

jobbers, chain-Dept. stores, Food 

Dist. Nebraska, lowa, Minnesota 
isconsin. 





West So. Central States 





W. S. STOKES 
Broker & Agent 
BATESVILLE, ARKANSAS 
Candy - Novelties - Speciaities 
Terr.: Arkansas—Accounts solicited 





WM, E. MIRACLE COMPANY 
301 No. Market St. 
DALLAS, TEXAS 
Territory: Texas & Oklahoma 


JERRY HIRSCH 
Manufacturers’ Representative 
Candy and Specialty Items 

4111 E. 4th St. 

TUCSON, ARIZONA 


Territory: Arizona, New Mexico, 
& El Paso, Texas 





FRANK X. SCHILLING 
Confectionery and Novelty Items 
Box 416—Phone 2-3540 
BUTTE, MONTANA 


Complete coverage of Montana, 
Idaho, and northern Wyoming, 
including Casper 


GEORGE R. STEVENSON CO. 


Terminal Sales Building 


SEATTLE, WASH. 


Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area. 


CARTER & CARTER 


Confectionery Mfr's Agents 
Established with Industry since 190) , 
91 Connecticut St. 

Phone: Main 7852 


SEATTLE, WASHINGTON 


Terr.: Wash., Ore., Utah, Ida., 
Mont., Nev., Wyo. 








BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 


JIM O’ROURKE 
9111 Hillrose St., 
SUNLAND, CALIFORNIA 


(Suburban to Los Angeles 
terr: California & Arizona 





MALCOLM §. CLARK CO. 
1487! Valencia St. 

No. Cal.; Nev.; & Hawaii 
SAN FRANCISCO 10, CALIF 
$23 E. Third St.—Southern California 
LOS ANGELES 13, CALIF. 
Terminal Sales Bldg. 
Wash., N. Idaho 


Ariz., New Mex., W. Texas 
EL PASO, TEXAS 











Candy & Food Specialties 
Terr.: Calif., Reno, Nev., 
Hawaiian Islands 








L LIBERMAN 
SEATTLE 22, WASHINGGTON 
Manufacturers’ Representative 
J. RAY FRY & ASSOCIATES 1705 Belmont Avenue 
420 Market St.—Phone Garfield 7696 Terr.: Wash., Ore., Mont., Ida., 
SAN FRANCISCO, CALIF. Utah, Wyo. 


P. O. Box 227 ALBUQUERQUE Terr.: Calif., Ore., Wash., Mont. 
N. Mex. Ida., Utah, Wyo., Nev., Ariz. 


Mountain States 








CAMERON SALES COMPANY G & Z BROKERAGE COMPANY 
2870 Ivy New. Mexico—Arizona El Paso 
DENVER 7, COLORADO | County Texas 


Candies and Allied Lines 
Terr.: Colo., Mont., Idaho, Utah, 
N. Mex. 





MAYCOCK BROKERAGE Co. 


Personal service to 183 jobbers, 
super-markets and department 
573 West 2nd South stores. Backed by 26 years experi- 

SALT LAKE city, UTAH ence in the confectionery field. We 

An eight man organization repre- | ql} on every account personally 
senting manufacturers for 76 con- . a 
fectionery, tobacco, drug and gro- | every six weeks. Candy is our SAN 
cery ‘obbers in Utah-Idaho territory. business. 





HARRY N. NELSON CO. 
112 Market St. 

SAN FRANCISCO IL, CALIF. 
Established 1906 

Sell Wholesale Trade Only 

Terr.: Eleven Western States 


GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 


383 Brannan Street 
CISCO 7, CALIF. 
Territory: State of California 














@ Council on Candy Meets. The Steering Commit- @ Lehigh Conference. Mr. Morris L. Wurman, 
tee of the Council on Candy for the National Con- Vice President in charge of Production, Bayuk 
fectioners Association met in emergency session Cigars, Inc., is to be the speaker at the Fifth Pro- 
on September 27, at the Hotel New Yorker. Due duction Conference to be held April 26-27, 1951. 
to the stepped-up military program, the committee Mr. Wurman will speak on “Time and Motion 
was reviewing its program and considering any 
new policies which might be necessary, as well as 
reviewing its budget. 


Study”, a field in which he has had many years of 
practical experience. 
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OPERATION SPECIFICATIONS COMPLETED! Final revisions in military specifications for confections were made at an all-day session 
in Chicago, October 5, 1950. The specifications will now be put into final form by the Quartermaster Food and Container Institute. Shown 
(left to right) at the head table during the “working” luncheon session are Alex F. Walz, Peerless Confection Co., Chicago; Arthur L. 
Stang, Shotwell Mig. Co., Chicago, NCA Secretary-Treasurer: James A. King, Nulomoline Div., Ameriian Molasses Co., NCA Research 
Advisory Cemmittee, New York: Fred W. Amend, Fred W. Amend Co., Chicago, Chairman, NCA Quartermaster Specifications Committee: 
Dr. Kenneth T. Farrell, Chief, General Products Div., Food Laboratories, Quartermaster Food and Container Institute: NCA President 
Philip P. Gott, and Frank J. Rubinate, Chief, Subsistence Packaging Div.. Quartermaster Food and Container Institute. 
At the center table (left to right) are Samuel T. Gay, Queen Anne Candy Co., Hammond, Ind.; Frank T. Glenn. Queene Anne Candy Co., 
Hammond, Ind.; C. S. Brandenburg, Nutrine Candy Co., Chicago: E. F. Carstens, Sperry Candy Co., Milwaukee; Jacob Kraemer, Sperry 
Candy Co., Milwaukee; John F. Frish, Williamson Candy Co., Chicago: Charles S. Brophy. Williamson Candy Co., Chicago; Wm. E. 
Baumann, Williamson Candy Co., Chicago, and Milo K. Schroeder, Williamson Candy Co., Chicago. Near side of table (left to right) Dr. 
Charles Rimpila, E J. Brach & Sons, Chicago; Raymond W. Ziegler, George Ziegler Co., Milwaukee; Dr. Wm. J. Schiller, The D. L. Clark 
Co., Pittsburgh, Pa.; Wm. C. Schuler, Schuler Chocolates, Inc., Winona, Minn. On far side of table (left to right) Wm. C. Winokur, Food 
Technologist, General Products Div., Quartermaster Food & Container Institute; J. J. Alikonis, Paul F. Beich Co., Bloomington, IIL; W. C. 
Brown, Kraft Foods Co., Glenview. Ill.; E. C. Feairheller, E. J. Brach & Sons, Chicago: C. L. Smessaert, Walter H. Johnson Candy Co.. 
Chicago: Dr. A. B. Cramer. F & F Laboratories, Inc., Chicago; W. M. Cochran, Durkee Famous Foods, Chicago: H. E. Schifter, Durkee 
Famous Foods, Chicago: M. M. Christine, Life Savers Corp., Port Chester, N. Y.: and G. Lloyd Latten, Schutter Candy Div., Universal 
Match Corp., Chicago. On near side of table (left to right) A. J. Wagner, Charms Co., Asbury Park. N. J.: W. G. Studer, Bunte Bros., 
Chicago: Richard Kimbell, Kimbell Candy Co., Chicago: M. J. Heidelberger, Heidelberger Confection Co., Philadelphia, Pa.; Clifford 
Clay, Stephen F. Whitman & Son, Philadelphia, Pa.; J. J. McNamara, M & M Litd., Inc., Newark, N. J.: A. B. Becker, Shotwell Mig. Co.. 
Chicago and Joseph Peota, Walter H. Johnson Candy Co., Chicago. 
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HELP WANTED 





WANTED: Plant Manager who has had 

practical & varied candy making and 
plant layout experience, for medium sized 
new factory in south. Give details of age, 
education, experience, salary requirements, 
and references in first letter. Box A-11014, 


The MANUFACTURING CONFECTIONER 





CANDY MAKER FOR FLORIDA: Do you 

want to live in Miami six months of 
the year? A man who has the working 
knowledge of a chocolate enrober and 
depositor. Good position for a _ sober, 
steady worker. Give full particulars in 
first letter, along with references. LAURA 
LEE CANDIES, 2300 N.W. 36th St., Miami 
42, Fla. 





BUSINESS FOR SALE 








FOR SALE: Retail candy store. Equipped 

to manufacture candy. Good Denver lo- 
cation. Price reasonable. Box A-1108, 
The MANUFACTURING CONFECTIONER. 





FOR SALE: Candy factory small midwest- 
ern city. Good labor supply. Modern 
equipment. Flexible lease. Box A-1109, 


MANUFACTURING CONFECTIONER. 





MANUFACTURER OF CANDY 
With own group of retail stores in large 
Eastern city offers for sale both factory 
and retail outlets. Established for 40 years 
—excellent reputation and choice retail 
locations. Write for details. Box 11012, The 

MANUFACTURING CONFECTIONER. 





FIRST TIME OFFERED FOR SALE: Thirty- 
year-old, established package chocolate 
factory. Small. Approximate value $30,000 
without building. Owner retiring. Fine 
clientele. Midwest city. Box B-1101, The 
MANUFACTURING CONFECTIONER. 





Subscribe to 


THE MANUFACTURING 
CONFECTIONER 


Only $3.00 per year—$5.00 
for 2 years. 





@ Feature Articles 
@ Candy Clinic 
@ Candy Packaging 
@ Candy Equipment Preview 
@ Technical Literature Digest 
@ Manufacturing Retailer 
@ Book Reviews 
And many other features 





9 S. Clinton — CHICAGO 6 








CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
$ South Clinton St, 

Chicago 6, Ill. 





errr recrrrcrrer 


ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











| PLANT FOR SALE 


| MACHINERY FOR SALE (Contd.) 





PLANT FOR SALE: Eastern candy plant 

with 16,000 sq. ft. Equipped for quality 
chocolates. Modern equipment. Capable 
of producing 6,000 lbs. per day. Box A- 
1103, The MANUFACTURING CONFEC- 
TIONER. 


PLANT FOR SALE: In Tennessee 30,000 

sq ft. Reosonable rental. Ample labor 
available. Plant equipped for starch work 
and bench work, including enrobers. Equip- 
ment for sale on reasonable terms. Box 
A-1106, The MANUFACTURING CONFEC- 
TIONER. 





MACHINERY WANTED 





Model 22-B Package Machinery Co. wrap- 
ping machine also 3 ft. cream beater and 
50 lb. size Puller. Box 11013, The MANU- 
FACTURING CONFECTIONER. 


WANTED: Wood Starch Trays—14¥2" x 32”, 
wood trays for drying gums, etc., also 2-150 
gal. steam kettles with double action agi- 
tators for 100 lb. pressure. Box B-11015, The 
MANUFACTURING CONFECTIONER. 








MACHINERY FOR SALE 





FOR SALE: 

300# Racine Chocolate Melter—Motor 
Drive 

5' Dayton Cream Beater—Motor Drive 

4’ Ball Cream Beater—Motor Drive 

50 Gal. Savage Model F6 Tilting Mixer— 
Motor Drive 

25 Gal. Savage Model F6 Tilting mixer— 
Motor Drive 

Model S Size #3 Savage Portable Fire 
Mixer—Motor Drive 

200# Savage Stainless Stee] Marshmal- 
low Beater—Motor Drive 
Box C-904, The MANUFACTURING CON. 
FECTIONER. 


WANT TO SELL: Make offer 100 # Sav 
age Marshmallow beater, new AC motor. 
Nougat Cutter, AC motor. Kilgren String- 
er, 16 inch. Box A-1102, The MANUFAC- 
TURING CONFECTIONER. 
FOR SALE: Five Package Machinery 
Model KH long taffy machines all in 
excellent working condition. Will sacri- 
fice. Box A-1104, The MANUFACTURING 
CONFECTIONER. 
FOR SALE: One Igou stick candy spinning 
machine. 3 batch rollers 6’ to 7’. Two 
Racine Sucker machines with extra rolls. 
Two Mills Bros. drop machines with extra 
rolls. Specialty Candy Co., P.O. Box 1097, 
New Orleans, La. 





FOR SALE: Hollow chocolate moulding 
equipment. For retailer or small manu- 
facturer. Complete outfit. Nothing addi- 
tional needed. Moulds in frames and 
hinged. 350 lb. melting capacity. Box 
A-1105, The MANUFACTURING CONFEC- 
TIONER. 














Brokers ... 


For new candy lines, list your 
firm in the Confectionery 
Brokers’ Section of THE 
MANUFACTURING CON- 
FECTIONER and THE CANDY 
BUYERS' DIRECTORY. Low 
rate is only $15 a year. 

For complete details on this 


year ‘round business-booster 
service, write or wire: 


THE MANUFACTURING 


CONFECTIONER 
9 S. Clinton—CHICAGO 6 








ror rrr rrr 











If You Are Contemplating Relocating 
you should request a copy of 


“BUSINESS OPPORTUNITIES IN WATERTOWN, SOUTH DAKOTA” 


call or write 
Mayor Gilbert 
or the City Promotional Director, J. G. Ihnet 
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| MACHINERY FOR 


SALE (Contd. | 





MISCELLANEOUS 


4 





FOR SALE: Friend Hand-Roll Machine 75 

lb. capacity. Similar to Dreadnaught. 
Sets on stand. Complete with one die. Used 
only 3 months. Original rebuilt cost $1,- 
250.00, will sacrifice for only $395.00 
F.O.B., Peoria, Cooper’s Candies, Inc. 432 
Main St. Peoria, Ill. 


FOR SALE: One complete Gaebel Hard 

Candy outfit with 1 Raspberry and | as- 
sorted chain. 

One Ideal Caramel Wrapper excellent 
condition. 

One National Depositor arranged for 
chocolate moulds with 2 hydro seal pumps. 
400 Chocolate Moulds. One Lehman Shaker. 
One Syntron Shaking Table. One 8-door 
moulding Refrigerator. One Savage Marsh- 
mallow Beater. One Hinkel Starch Sifter. 
Box 1107, The MANUFACTURING CON.- 
FECTIONER. 








FOR SALE: Bridge chocolate cake crusher 
complete with elevators and motors. 1 
Rose FWT 500 wrapping machine for 
square pieces. 600 lb. National Continuous 
Hard Candy Cooker. Box A-11010, The 
MANUFACTURING CONFECTIONER. 


FOR SALE OR EXCHANGE for Igou Spin- 

ning Machine and Stick Candy Wrap- 
ping Machine: Dayton 5S’ Ball Cream 
Beater. Read G-60-30 Marshmallow Beater, 
60 qt. capacity, all attachments. 3004 
Chocolate Melter converted for gas heat. 
Two Place Electric Marble Top Dipping 
Table. Box A-11011, The MANUFACTUR- 
ING CONFECTIONER. 





CREAM BEATERS, 3 ft., 4 ft. and 5 ft. sizes. 

Chocolate melting kettles 100 to 800 lb. 
capacity. Herald and Improved forced draft 
or Atmospheric candy furnaces. Racine 
automatic continuous sucker machines with 
interchangeable hard goods rollers. Steel 
water cooled slabs. Savage fire mixers. 
Model K. kiss cutting & wrapping machines. 
16 inch Enrober with bottomer and Kihlgren 
stringer. All items for the candy manu- 
facturer large or small. Equipment guaran- 
teed reconditioned. National Confectioners’ 
Machinery Co., 108 E. 2nd St., Cincinnati 
2, Ohio. Phone Parkway 1165. 





FOR SALE: 4 ft. Ball Cream Beater with 3 

hp. motor. $500.00 fob Chicago. Call or 
write George Tiberius, 820 N. State St., 
Chicago, III. 





SALES LINES WANTED | 





Manufacturers’ Representative seeks pack- 

aged 19c to 59c line for New York City 
area. Exclusive basis. Moderate 
mission. ARNAUD CORP., 17 John 
New York City. 





| REPRESENTATIVE WANTED | 





DISTRIBUTORS WANTED: Experienced 

manufacturer of low priced line of cus- 
tom-built conveyor systems desires sales 
outlets. Give details of your organization. 
Hayden Manufacturing Co., Wareham, 








WE BUY & SELL 


ODD LOTS + OVER RUNS « SURPLUS 





SHEETS*-ROLLS-SHREDDINGS 
Cellophane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Tying Ribboas—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 
74 E. 28th St, Chicago 16, Illinois 











WANTED: Obsolete-discontinued-sizes and 

surplus corrugated and fibre cartons. 
Regal Box Co., 1835 No. 30th St., Mil 
waukee, Wisc. 


WE HAVE A FAST MOVING LINE of 

plush toys and Easter Specialties for 
your trade at popular prices. We are 
seeking large quantity users only. Joy- 
land Toy Co., 156 Ludlow St, New York 
= BY. 








Use M.C. Classified Adver- 
tising to Sell or Buy Used 
Equipment. 














At Your Finger Tips 


TECHNICAL INFORMATION 
For Every Candy Library 


A good candy library will effectively answer ever-occuring 
satisfaction. Let the experts work for you. Turn their knowledge into greater profits for your firm. The 


books listed here are carefully selected to help make your candy library an authoritative, finger-ti 


technical questions with instant, complete 


source 


of profit-making, time-saving technical information. For your convenience, you may order any book by num- 
ber—just mention the issue in which this list appears. 


1—Chemical Formulary, Volume V!I! 

Edited by H. Bennett, F.A.I.C. 
2—The Trade-Mark Act of 1946 

By Seem Bs Toman, FH noc eo scccccscccccses $5.00 
3—Confectionery Analysis and Composition 

By Dr. Stroud Jordan and Dr. K. E. Langwill . .$3.50 
4—Glycerine 


By Georgia 
Lesser, B. S $5. 11—Air Conditioning 


5—Candy Production: Methods and Formulas By Herbert and Harold Herkimer 
BOP WGN TRPOMINORE 65 ccc cccccuicecewcces . -$10.00 
6—Spice Handbook, The 
By J. W. Parry 
7—Introduction to Emulsions 
By George M. Sutheim 
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8—Chemical Composition of Foods, The 
By R. A. McCance and E. M. Widdowson 


9—Food Products 
By Saul Blumenthal 


10—Chemical and Technical Dictionary 
Edited by H. Bennett 


12—Food Regulation and Compliance 
By Arthur D. Herrick 


13—Practical Emulsions 
By H. Bennett 


9 South Clinton St. 
Chicago 6, Illinois 
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Rebuilt and Guaranteed for Complete Satisfaction 
7, lé, 7 D PB e , 
ACT NOW FOR CHOICEST BARGAINS 


Package Machinery Co. GH-2 National Equipment Continuous Merrow Cut-Roll Machine 
Bar Wrapper, with Roll-Type Hard Candy Cooker, 600 ond 
Wrapper Feed and Electric Eye. 1000 hourly capacities. 


We have a complete stock of 


CONFECTIONERY MACHINERY 


be Every Type - Every Size - For Every Need 


Send for Illustrated Circulars 


National Equipment Fully Automatic Steet Mogul. Savage Stainless Stee! 110 gal. 
Marshmallow Beater. 


CONFECTIONERY MACHINERY CO., INC. 


318-322 LAFAYETTE ST. * NEW YORK 12, N.Y. 


’ ——— sy OUR 3Fth YEAR 


for November, 1950 
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“A CANDY YEAR 
BOOK AND A 
BUYING GUIDE 
ALL IN ONE” 


Since the first issue in 
1921, THE MANUFACTURING 
CONFECTIONER has been 
recognized as the “technical 
magazine of the confection- 
ery industry.” 

The only publication de- 
voted exclusively to the 
manufacturing branch of 
the confectionery industry, 
THe Manuracturinc Con- 
FECTIONER offers invaluable 
help in candy production, 
packaging, and merchandis- 
ing problems. 

This “Purchasing Execu- 
tives’ Number” combines in 
one, convenient issue au- 
thentic, finger-tip informa- 
tion on all individual prod- 
ucts used in the manufacture 
of confectionery as well as 
industry-wide articles, sta- 
listics, and charts. 

Make sure all your key 
{ personnel have all this valu- 
able information by sub- 
scribing for them now to 
THE MANUFACTURING Con- 
FECTIONER. A one-year sub- 
scription at $3 includes this 
“Purchasing Executives’ 
Number” and 11 other reg- 
ular monthly issues. A two- 
year subscription includes 
this “Purchasing Executives’ 
Number” and 23 monthly 
issues, 

Individual copies of this 
“Purchasing Executives’ 
Number”’ are, however, 
available, while the supply 
lasts, at $2 a copy. 

Save your firm time and 
money by subscribing now. 


The MANUFACTURING 
CONFECTIONER 
9 South Clinton St., 
Chicago 6, Ill. 
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Aluminum Cooking Utensil Co., The 


Ambrosia Chocolate Co. ................000 62 
American Food Laboratories, Inc. Oct. ‘50 
American Machine & Foundry Co. Oct. ‘50 


American Paper Goeds Co. ................00 4l 
Anheuser-Busch, Inc. ...................... Oct. *50 
ge hee ene 19 
Aromanilla Co., Inc., The ................. Oct. “50 
Associated Bag & Apron Co. ........ July ‘50 
Baker Div., Franklin General 

I I ico ia ccsccabib ropstiosens 27- 28 
Baker Chocolate and Cocea, Walter 

Div. of General Foods Corp. .............. 6 
Baywood Manufacturing Co.. Inc. .......... 65 
Best Foods. Inc.. The .................0..00+. Oct. ‘50 
Blanke-Baer Ext. & Pres. Co............. June ‘50 
Bramley Machinery Corp. .............. Sept. ‘50 
Blumenthal Bros. ..................::00008 Sept. ‘50 
Burke Products Company, Inc. .............. 68 
PE TD GS. ccsnccencecesosesnccevenseed Oct. ‘59 


California Almond Growers Exchange .. 13 
California Fruit Growers Exchange 


FERRI eS 0 Se EERE: 11, 20, 51 
ce | A 64 
Carle & Montanari, s.c. ............:cccccceeees 21 
Carver. Inc.. Fred 6. ...............000.0000 Sept. ‘50 
I IN occeccccocccccssosvcestases Apr. ‘SO 
Chocolate Spraying Co. ...........:::.00 62, 67 
Cincinnati Aluminum Mould Co. Sept. ‘50 
Clinton Foods Inc. ............:0....0s00 Oct. ‘50 
Confection Machine Sales Co. ................ 67 
Corn Products Refining Co.., Inc. .............. 67 
Crest Laboratories .................cccccccceeeeeeeeee 61 
Currie Manufacturing Co. ............:c:00+ 59 
I rs, ia Be Ge ccc scverccseccecnsnensosee 46 
Petecto Scales. Inc. .................0000008 Cet. ‘50 
Diamond Cellophane Products ................ 72 
Dodge & Olcott, Ime. ...........ccccccceeeeeeeeeeeees 23 
Dow Chemical Co., The ................ June ‘50 
I ay Bs I Asececescccesencesesnecsced Sept. ‘50 
Durkee Famous Foods, Div. of 

TI oa... ceeensnscnannsounaneriniiey 7 
Economy Equipment Co. ...............::sss00 66 
Exact Weight Scale Co. ...........::::c::0 44 
Harry L. Friend Co. ............:e Sept. ‘50 
BI I Siccxsecsiesenneecrssesstvavscvescecenpeeesenis 42 
Florasynth Laboratories, Inc. .......... Sept. ‘50 
Food Materials Corp. ...........-.::::10 July ‘50 
DN TIRE, TRB. ccccsecccccecsceseoscosssssioscees 4 
TI TE  cccenstccoussesscsonsouasane’ 65 
CEE BI, BRR ...cccnccccccccscessenscccscesonsese 57 
GRBBGR COREY ..0..00.00..0ccecccccrcecesscesecees 7 
BE HN a scecssnncciascecesesnsstnocssesevostoons 12 
Rg: IMGs Ancseenecterensersoniied Second Cover 
Hayssen Mig. Co. .........ccccccceseseeseesesceseeees 43 
Heat Seal It Company ..................... June ‘50 
Heekin Can Co., The ...........::::0::00 Oct. ‘SO 
Hildreth Pulling Machine Co. .......... Mar. ‘50 
Hooten Chocolate Co., The ..............:00 65 
Hubinger Co.. The .............cccccsecessceseesesees 64 
Hudson-Sharpe Machine Co. .................. 36 
Ideal Wrapping Machine Co. ................ 4l 

| Jiffy Manufacturing Co. .............0 June ‘50 
| I IS oi csesicesscosénveserescosoneseveses 4l 
Kohnstamm & Co.., Inc., H. ............0000+: 17- 18 
ee TN GOD. cccccernocsosseseccscoceseosee 68 
| Land O'Lakes Creameries, Inc. ....Oct. ‘50 
| Lehmann Company. Inc., J. M. ...... Oct. ‘50 


e 

Liquidometer Corp. ............:c0sseeeeees Oct. ‘50 
Baieiiaden -& Gain TRG. sccccssciteeesditecctcitrcee 66 
Lynch Corp., Package Machine 

p RE RS ee Sept. ‘50 
Magnus, Mabee & Revnard, Inc. .Sept. ‘50 
Merckens Chocolate Co., Inc. ................ 54 
Mid States Gummed Paper Co. ...... July ‘50 


Miller Wrapping & Sealing Machine 
Co. 


National Samii Corp. 
National Food Products Co. ay 
National Sugar Refining Co., The ....June ‘50 








Neumann-Buslee & Wolfe. Inc. ................ 66 
Norda Essential Oil & Chemical Co., 

GADD. ncccivsanisioshiguiaicclsDiesaaeneabiaeaaaeacilaad 4th Cover 
Nulomoline Division, American 

Molasses Company ..............:.0000+ Oct. ‘50 
Caakkite Products. Enc. .......00ccsccccccssssccessseese 67 
Ce Sh CE anne cchsscccccscesvtcccessccees 39 
Package Machinery Company .............. 34 
Poalek & Ford, Lid. Ene. ......00::0-cccccccessesee 68 
Peter Partition Corp. ..................00+ Sept. ‘50 
Peerless Confectionery Equip. Co. Sept. ‘50 
Pfizer & Co., Inc., Chas. .............. 3rd Cover 
Phillips Co., Inc., Charles R. ....August ‘50 
Pitt & Sons Co., The C. M. ............ Aug. ‘50 
Polak’s Frutal Works, Inc. ............ Sept. ‘50 
Preferred Milk Products, Inc. ........ Sept. ‘50 
Racine Confectioners’ Machinery 

acai icles dnadendindgh tchinilalin’ 48 
Refined Syrups & Sugars, Inc. ................ 10 
BOGE Weepet CUR.  cecesccccccssccsetscvcssesicccssee 37 
ee | aa ae Oct. ‘50 
SE OS SE Ie Sopereer ere 52 
Robert E. Savage Co. .................0... Sept. ‘50 
Senneff-Herr Company ..................... Sept. ‘50 
ES SE EE ee: 8- 9 
Shellmar Products Corp. .................. July ‘50 
Smith & Sons, Inc., W. C. .............. Sept. “50 
Solvev Sales Division, Allied Chemical 

GNI, eateincesetintotetecointoe 61 
ey SI Sn wreiiccntsseigeminteactiinsobenin 60 
Beery Bile. Getic Bhs Be nccccscecccccvsescccovccsecses 14 
Standard Casing Co., Inc., The ............ 46 
Stehling Co., Chas. H. .................... Sept. ‘50 
Stromberg Time Corp. .................... June ‘50 
Sugar Information, Inc. .......................0+ 22 
erOO, Tite Ie Tle cn peccscsccsicccceestcstee 47 
EE FN I eciasilh ccicscninecsumacccienpictneana Oct. “50 
I 4l 
Thilmany Pulp & Paper Co. ............ July ‘50 
PT I MING. casninsecisephcocesouctasicania July ‘SO 
Union Confectionery Machinery Co.., 

SI, cchemasetiiinticiieedindsptetaiadeeetieiiadiahddesadetene 73 
Union Starch & Refining Co. .................. 16 
Vacuum Candy Machinery Co. ................ 48 
Van Ameringen-Haebler, Inc. ................ 3 
Voorhees Rubber Mig. Co., Inc. .............. 58 
Voss Belting & Specialty Co. ........ Sept. ‘50 
. Te 
Weinman Bros., Inc. ................... 

Werner & Sons, Inc., John 
W-E-R Ribbon Cearpe ..cccccccccccscsscssccccsssesees 
Whitson Products Div. of the Borden 

III‘ cnscouiacusdedlesiniicisnstnnincesaionl June ‘50 
Wittenmeier Machinery Co. .......... Sept. *50 
Wyomissing Glazed Paper Co. ....Oct. ‘50 
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FOR TASTE IMPROVEMENT... 


NORTHWESTERNERS, T00 Vy, Wh HE, y ” 


with 


PFIZER ACIDULANTS 


From the Columbia’s surging power to the Sewanee’s placid 
flow, Pfizer Quality Acidulants are country-wide favorites 
for improving the taste of fruit-flavored candy. “Treated” 
this way, even the best flavors get a taste-tingling lift. What’s 
more, free-flowing, non-caking Pfizer Acidulants dissolve 
f-a-s-t ... cut costs ... give you even acidulation every time. 












ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 








How dood can CHERRY FLAVOR be ? 





Well, Counting fruit fresh from the tree , 
For mixes , Syrups , Candies , Cakes , 
You'll take the cherry NORDA makes 





() «| <a 


Cherry flavor is very popular. Just 
how popular is it? Norda Cherry is 
likely to show you. 


Norda Cherry Flavor can help make 
your cherry products the most 
popular products you sell. 


Norda Cherry seems to have the 
extra real cherry taste of fresh- 
picked, plump, red fruit. There cer- 
tainly is added flavoring power 
abundantly in Norda Cherry. 





Norda Cherry is quality-made. Gen- 
uine and fine imitation are achieve- 
ments of true flavor experts— 
skilled, long-trained to know 
flavors. 


Send for free samples of Norda 
Cherry Flavor — give it all your 
tough tests. We think you, too, will 
find you prefer it. Send today. 


Norda Cherry .. . 
Another “Favorite to Flavor It” 


Nor ICL ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 


CHICAGO e LOS ANGELES e ST. PAUL e MONTREAL e TORONTO e HAVANA e MEXICO CITY e LONDON e PARIS 





